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2,750,014 


lines of regular contract dry goods advertis- 
ing were printed in the 














PHILADELPHIA RECORD 


during the yeari1go1. This is the 
greatest amount of dry goods adver- 
tising ever printed in Philadelphia 
and more than printed daily by any 
other morning paper in the world. 


Printers’ Ink recently published these 
figures for the New York papers: 


Journal... 1,615,516 World.. 1,424,926 Press... 546,135 
Times... 3,604,830 Herald.. 1,372,784 Tribune 477,668 
Sun.... 700,026 


To this, one Philadelphia paper, the Public Ledger, 
has added its statement,.of 1,576,769 lines. 


The Recorp gave thit*dvertising by far 
the greatest cifeyjatrer, in -Rhiladelphia. 
The 1901 average: WAS-T85 46%," sworn. 

The sential aduergising vale i 23 centspen Ghes subject to 
contract discdunts? Gdmpure this with dthex Philadelphia rates. 


New York, Advertising Manager, Chicago, 
185 World Building. Philadelphia. 1210 Boyce Building. 
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THE BIRMINGHAM 
DAILY NEWS: 


C4v0* Guarantees 
1. The largest circulation in Alabama, 


2. Double the circulation of any other paper 
in Birmingham. 


3. An average of over 13,000 copies per issue. 





It reaches thoroughly the people of 
Birmingham and Jefferson County,}-Ala- 
bama—a community of gue - 


is distributed in wages by the a. and 
manufacturing companiesalone. A share 
in the business and prosperity of these 
people can be weed Rags placing your 
advertisement itt’; 


The 1 Biwinghan News 


THE i. E. VAN DOREN SPECIAL AGENCY, 
MANAGERS FOREIGN ADVERTISING DEPARTMENT, 


1103-1105 Boyce Building, 407-410 Temple Court, 
CHICAGO. NEW YORK. 
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MAINE. 


THE SUMMER PLAY GROUND OF THE 
NATION—HOW HER BEAUTIES 
HAVE BEEN ADVERTISED THROUGH- 
OUT THE LAND. 


Maine's rapid growth as a sum- 
mer resort State, until it is now 
known as “the summer play 
ground of the nation,” is due ina 
very large measure to the exten- 


‘sive advertising given it by 


Colonel Frederic E. Boothby, Gen- 
eral Passenger Agent of the Maine 
Central Railroad, with headquar- 
ters at Portland How this has 


been accomplished can be best 
shown in ii story as told by the 


Colonel to: 4 representative of the 
Little — in a_ recent 
interview. 

The Printers’ INK man is al- 
ways welcome to the “inner sanct- 
uary,” as Colonel Boothby believes 


thoroughly in newspaper publicity. 


for Maine and all that appertains 
to her advancement, and among 
his many duties as the head of one 
of.the most important departments 
of one of the best managed, if not 
the largest, railroads in the United 
States, as well as mayor of the 
city of Portland, he always finds 
time for a few minutes’ chat with 
the “pencil pushers.” 

“The first industrial advertising 
ever done of Maine was by a little 
twenty-four page pamphlet which 

had printed way back in the 
seventies soon after I-received the 
appointment as general ticket 
agent of this company. It gave a 
brief description of the State, a 
list of hotels which entertained the 
summer boarder and a list of 
special rates for summer tours. 

“One thousand copies were is- 
sued and carefully mailed to ticket 
agents in New England and the 
Middle States, located in the cities 
from which it seemed to me that 
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travel might be drawn. This was 
reissued each year until in 1882 it 
had grown to thirty-six pages and 
a circulation of five thousand 
copies. From this germ has grown 
the advertising bureau of the gen- 
eral passenger department, which 
issues each year a separate publi- 
cation devoted to the Maine Coast, 
another of the White Mountains, 
another of Maine’s woods and 
lakes, each of which contain about 
one hundred pages of standard 
railroad folder size, 4x8 inches, 
made up of text and cuts and con- 
taining maps and lists of hotels, 
camps and boarding houses in the 
section of which they treat, with 
an edition of ten to thirty thousand 
of each one per year. Besides 
these we issue many folders of 
from four to sixteen pages, also 
a pamphlet giving a list of all the 
hotels on or reached by this com- 
pany’s lines, another giving a list 
of summer tours, etc., until we now 
have in our ‘nature's play ground 
series’ 26 publications, descriptive 
of Maine and her summer resorts. 

“We also, as you know, issue a 
monthly magazine, The Maine 
Central, with a circulation of from 
ten to thirty thousand copies and 
twenty to fifty pages a month, 
which goes to all } parts of this 
country and to Ameficans in many 
foreign cities. 

“This monthly, for the modest 
subscription price of fifty cents a 
year, is filled each issue with 
descriptive articles and fine half- 
tones of interest to the traveler and 
summer tourist. 

The phenomenal growth of Bar 
Harbor, the queen of all coast re- 
sorts, is due to the extensive ad- 
vertising which we have given it, 
combined with its great scenic 
beauties, which hold the visitor 
when once he is induced to visit its 
shores and mountains. On Wash- 











4 ‘ 
ington’s birthday in 1884 we open- 
ead our Mount Desert branch, 


which took the traveler to . the 
shores of Frenchman’s Bay, from 
whence it was but a short ferry 
trip to Bar Harbor. 

“That year we commenced to ad- 
vertise Bar Harbor, believing that 
thousands would visit it who had 
heretofore been debarred by the 
long, tedious trip from Boston by 
water, then the only means of 
reaching Mount Desert Island. 

“This island is the only place on 
the entire Atlantic Seaboard where 
the mountains are combined with 
the sea, heetling ciiffs with the roar 


of the restless breakers, placid 
mountain lakes, rugged gorges 
clothed with the green forests; 


wonderful prospects of far- reach- 
ing sea and towering mountain 
heights. 

“It was only a few years before 
this that Mr. Alpheus Hardy, a 
Boston artist, built the first cottage 
owned by a non resident and to- 
day it is dotted everywhere with 
palatial homes, costing fortunes, 
and occupied by the most promi- 
nent people in the financial and 
professional world. This through 
rail service we extended last year 
around the Island to Seal Harbor, 
Southwest and Northeast Harbors, 
by quick steamer service from our 
rail terminus at Mount Desert 
Ferry. We are now building 
still larger and faster boats to add 
to our fleet which, besides the 
steamer Frank Jones, that we 
operate from Portland, along the 
coast to Machias Port, stopping at 
all the principal resorts, numbers 
five steamers and ferry boats. 

“Five years ago, I sent one of 
my staff to Belgrade Lakes to see 
if there was any truth in the 
rumors we had heard of the fine 
bass fishing there. As his report 
seemed to indicate that there was 
to be had in these waters what 
was unquestionably the best black 
bass fishing in the United States, I 
started in to make this fact known, 
with the result that to-day three 
good sized hotels are doing a 
splendid business _ there. One 
of them, ‘The Belgrade, has 
all modern improvements. New 
two years ago, it did such a big 
business last year, that plans have 
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been drawn to double its capacity. 
“That shows what publicity will 
do. Other parts of the State like 
the Rangeley and Moosehead lakes 
have been similarly boomed until 
there are not hotels enough to take 
care of all that wish to come. 
“We now have in contemplation 
the advertising of Maine’s aban- 
doned farms as desirable places to 
be purchased by those who wish to 
establish .a permanent summer 
home. Secretary of Agriculture 
Wilson said that-he knew of no 
better place for farmers than the 
so-called ‘abandoned farms’ of the 
Eastern States, particularly New 
England. The farms were notaban- 
doned because they were not pro- 
ductive, but because of the alluring 
cry of the cities and of the big 
farms of the West. Many who left 
these farms failed ignominiously in 
the West and would be glad to get 
back again to the snug little home 
with its big bartis and blossoming 
orchards which they threw away 
so recklessly in the pursuit of 
riches which were never gained. 
Many have returned and _ these 


farms are being gradually reclaim- 


ed. What induced me to consider 
the matter from the standpoint of 
the summer tourist was the many 
letters I received which asked for 
just such places. 

“Another little dodge which I 
lave adopted is a series of inserts 
which now number over one 
hundred, made up of clippings 
which I have made from publica- 
tions which have extolled the 
beauties of Maine. 

“These I am about to publish in 
pamphlet form under the title ‘As 
cthers see us.’ 

“In our monthly magazine we 
have periodically given the hotel 
proprietor suggestions for prepar- 
ing his announcement circular, 
what to put in and what not to 
put in, the making of half-tones 
so that they would get good 
photographs from which to work, 
and have induced them to use 
more cuts and less descriptive 
matter and everyone of these sent 
out has helned to advertise Maine. 

“As president of the Portland 
Board of Trade some few years 
ago, I caused to be issued an at- 
tractive book of fifty odd pages de- 
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COLONEL FREDERIC E. Booruesy, 


General Passenger Agent of the Maine Central Railroad, and (for the second 
term) Mayor of Portland, Me. 
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scriptive of Portland, Maine, tell- 
ing the visitors what they ‘could 


take in trolley and steamboat 
trips in and around the city. 

“The prominence which Maine 
men have attained in national af- 
fairs has done much to make her 
name well known and our annual 
old home week movement and 
yearly reunions are doing much to 
advertise us. 

“What can be done in the future 
is hard to particularize. There are 
hundreds of ways in which pub- 
licity has been obtained, but it 
seems to me that one of the best 
ways to advertise Maine or any 
other State, is for its people to have 
faith in it and talk it on all oc- 
casions, socially, in business, in- 
dividually and collectively. Maine 
has unquestionably more to do 
with the entertainment of the rest 
of the world than any other State 
in the Union.” 


APPEARANCES. 


Appearances count for much in 
business—in advertising. Every 
man in business wants his place of 
business to have an atmosphere— 
an appearance of progress about 
it, and in this day and age the 
commercial progress of our coun- 
try has just about reached the 
point where a merchant finds it 
necessary to advertise. 

People are prone to judge a 
business by its advertising. Other 
things being equal, the merchant 
who uses a page space to exploit 
his wares makes a much stronger 
impression on those who are not 
acquainted with the actual situa- 
tion than does the merchant who 
uses hic half a page. Perhaps this 
is the reason that a large space 
pays proportionately better than a 
small one. 

The advertisement ought to 
present a good appearance. One 
requisite of a good salesman is 
neatness of dress—good appear- 
ance. Did a merchant engage a 
number of slovenly-dressed sales- 
men to wait on his customers he 
would be acting no more foolish 
than does the advertiser who 





sends out ill-appearing advertising 
matter. 


The printed advertise- 
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ment is a_ silent salesman, and 
whether it appears in the form of 
a circular, booklet, catalogue or 
newspaper advertisement, it ought 
to reflect the store. People judge 
a business by the appearance of its 
advertising, and advertising that 
presents a pocr appearance in- 
duces a poor opinion of the adver- 
tiser, store cr article advertised. 
The best way to convince the pub- 
lic that an article possesses merit 
is to put merit in the advertising. 

In starting in business the ad- 
vertiser must not lose sight of the 
fact that he is not the only one in 
business. If an advertiser had no 
competition whatever, perhaps it 
would not make so much differ- 
ence whether his advertisements 
presented a good appearance or 
not, but where one has a dozen or 
two competitors to contend with, 
it is essential that his advertise- 
ments should present as good an 
appearance as_ possible. This 
point can be admirably illustrated 
by supposing the following case: 
A man finds himself in need of a 
blood purifier. Not knowing just 
what he wants, he writes to two 
firms requesting literature on the 
subject. In due time two booklets 
come. Both are convincingly writ- 
ten—both contain testimonials, 
and the only point of difference is 
in the appearance of the two book- 
lets. One is neatly printed on good 
paper and presents an excellent 
appearance. The other is a cheap 
affair-—poorly printed on poor pa- 
per. Which firm do you think wiil 
pull the order? It’s self-evident. 
In nine cases out of ten the firm 
that sends out poor advertising 
literature loses a sale, not because 
its medicine will not compare fa- 
vorably with that made by rival 
firms, but because rival firms send 
out a better quality of advertising 
literature. 

When a man decides to pur- 
chase an article, frequently it’s the 
case that the appearance of the ad- 
vertising determines his selection, 
If the article is all right, he be- 
comes a regular customer; if not, 
he tries somewhere else. But 
here’s the point—the article that 
presents the best appearance gets 
the first trial. 

Taytor Z, RICHEY. 
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Successful adver- 
tisers have always 


advertised in 


THE SUN 


That is why you 
should be among 
the number—suc- 
cessful men _ seek 


each others’ com- 


pany. 


Address 
THE SUN, NEW YORK. 

















ADVERTISING ENGLISH 
HOTELS 


Many of the leading London ho- 
tels are advertised—not in special 
seasons, but all the year round. 
The same is true of many of the 
hotels at the popular British 
health resorts. They are adver- 
tised not only in the leading news- 
papers but also in the cream of 
the periodicals, the best magazines 
and illustrated weeklies. It may 
have been noticed during the past 
three or four years that some of 
the best English hotels have been 
advertised in the New York Her- 
ald, Tribune, Times and_ the 
Brooklyn Eagle, with some other 
newspapers in the great centers of 
population. This is a wise move, 
and it will doubtless spread, for 
the number of Americans going to 
England annually is rapidly in- 
creasing. 

Some of the English hotels are 
owned by companies who operate 
them in different cities throughout 
the country. The Midland Rail- 
way Hotels are six in number and 
are located in London, Liverpool, 
Leeds, Bradford, Derby and 
Morecambe—the latter a _ great 
summer and winter resort. These 
big hostelries are most extensive- 
ly advertised, and as a natural re- 
sult they are always liberally pa- 
tronized. Position is always 
sought for in the’ selection of 
space, and in some of the costliest 
mediums front covers are used. In 
addition to the hotels the company 
has restaurants at all the princi- 
pal stations of the Midland Rail- 
way System, and it operates the 
luncheon and dining cars on the 
Midland express train service. 

While it is not usual, even in the 
summer time, for the British ho- 
tels to make the big picture dis- 
plays in the newspapers that our 
hotels do, it must be admitted that 
they are ‘much more consistent in 
their advertising, as their an- 


nouncements are seldom out of the” 


papers from January to December. 
Moreover, these ads are not con- 
fined to England, but are inserted 
in the French, German, Spanish 
and Russian papers, and are writ- 
ten and displayed so as to attract 
all foreign visitors. 
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The Hotel Victoria and the Ho- 
tel Metropole are rather better ad- 
vertised than the Hotel Cecil, 
which is the largest in London ca- 
tering to the transient visitor. The 
Cecil does not use so much space 
as the others and does not adver- 
tise as often. It is seldom that 
cuts are used in English hotel ad- 
vertising, greater faith being 
seemingly put in type display, 
which is generally strong, bold, 
and eye-attracting. The seaside 
summer resorts, however, often 
use illustrations of the building 
and grounds. Bournemouth and 
Brighton, both on the South 
coast, have great hotels for con- 
valescents, and these are adver- 
tised in all seasons. Beyond a 
single business card it is not cus- 
tomary for English hotels to issue 
any kind of advertising literature, 
such as is the rule on this side of 
the water, but a few are doing it 
now, and it is likely that others 
will follow suit, as it has been 
found to be distinctly profitable. 
In cases where the hotel partakes 
of the nature of a sanitarium, the 
periodical distribution of circulars 
through the mails—generally to 
names taken from the “elite” di- 
rectories of each county—is in- 
dulged in, and as these usually 
reach the very class of people 
wanted good results usually fol- 
ow. 

There are some of the London 
hotels, notably the Langham, Ce- 
cil and Metropole, that get a great 
deal of free advertising in the 
newspaper press just as the Wal- 
dorf-Astoria does in New York. 
They are the usual stopping places 
for prominent people, and as such 
receive frequent mention by re- 
porters and writers. London has 





not nearly so many very large ho- 


tels as New York, although the 
smaller class is much more nu- 
merous there. One can count the 
big hotels of England's capital city 
almost on the fingers, but the 
smaller ones are as the hairs of 
the head, and they are everywhere 
one goes. 


But these lesser hotels are rare- 
ly if ever advertised except by 
business card in the section where 
they are located. 
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The circulation of the Kansas City 
Star—EXCEEDING 100,000 
PAID A DAY—unparalleled in any 
city of less than 350,000 population 
was NOT OBTAINED IN A DAY. 


Neither 

Cities 

News- 
papers 
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The Star’s morning 
paper, THE KANSAS 
CITY TIMES, has 
by far the largeet 
morning circulation 
IN Kansas City. 
50,000 a day paid. 





THE WEEKL } 
KANSAS CITYSTAR 
goes regularly to 335, | 
ooo Farmers who OR- 
DERED it and PAY 
for it. 


| 
| 


Chicago Office: 
115 Hartford Building. 


on 





February 1886, 
February 1887, 
February 1888, 
February 1889, 
February 1890, 
February 1891, 
February 1892, 
February 1893, 
February 1894, 
February 1895, 
February 1896, 
February 1897, 
February 1898, 
February 1899, 
February 1900, 
February 1901, 


Increase over 


Preceding 
j 6,383 Year. 
24,033 7,650 
28,747 4,714 
33,553 2,806 
34,429 2,876 
42,146 7,717 


52,910 10,764 
54,208 1,298 
56,819 2,611 
57,925 1,106 
62,181 4,256 
65,420 3,239 


°79,817 14,397 


86,035 6,218 
87,376 1,341 
90,305 2,929 


February 1902, 101,630 11,325 
—THE——— 


Kansas City Star 


Hansas City, Mo. 


New York Office: 
92 Times Building. 





Boston Office: 
140 Boylston Street. 
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THE PRESS AGENT. 
By Waldon Fawcett. 


The press agent is, at once, one 
of the most interesting products 
of, and a convincing testimonial 
to, the growth of the modern ad- 
vertising idea. The position ap- 
pears to have been created by pro- 
prietors of circuses, although Col- 
onel Cody early discovered the op- 
portunities open to such a pro- 
moter in securing publicity for his 
Wild West Show. With the in- 
crease in the power and circula- 
tion of American newspapers and 
the growing competition in the 
field of stage amusements the the- 
atrical managers added a press 
agent as a requisite of an efficient 
executive staff, and gradually mu- 
sicians, artists, statesmen and even 
preachers followed the example. 

To fill a position as press agent 
satisfactorily requires ability of no 
mean order. When it is stated 
that this inciter of publicity must 
at once satisfy an egotistical and 
often eccentric employer and 
please a number of editors of in- 
dividual tastes, at the same time 
performing the supremely difficult 
task of securing good advertising, 
free, the sum of his chief difficul- 
ties is given in a nutshell. The 
press agent must perforce be a 
man of tact, thoroughly conver- 
sant with the class of people to 
which his employer wishes to ap- 
peal, and have a thorough knowl- 
edge as to the methods and me- 
diums through which this clientele 
may be reached. Nor can the press 
agent presume too much on the 
good nature of his subject, as is 
evidenced by the recent spectacle 
of Mrs. Patrick Campbell, the 
actress, indignantly denying the 
story circulated so freely to the 
effect that she had during her so- 
journ in America won an aggre- 
gate of $22,000 at bridge whist. 

It has been claimed that the ad- 
vent of the so-called yellow jour- 
nalism with its great Sunday mag- 
azines and profusion of pictures 
has eliminated the necessity for 
the press agent, and so it has, 
doubtless, in certain portions of 
the theatrical realm.. But for the 
men whose duty it is to augment, 

up-to-date but — legitimate 
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means, reputations already high in 
the world of art and letters, the 
exactions are increasing day by 
day. Even with a client sufficient- 
ly prominent to make his move- 
ments and opinions of some inter- 
est to the general reading public, 
the press agent can hope to have 
his contributions pass editorial 
muster only when they are both 
pertinent and characterized by hu- 
man interest, and if possible they 
must also embody an element of 
news. In some instances the most 
effective press work has been done 
by a radical departure from the 
usual methods. The particularly 
striking example of this in evi- 
dence at the present time is found 
in the case of Miss Maude Adams, 
the American actress. Miss 
Adams resolutely refuses to give 
the public the benefit of her opin- 
ions on any subject; newspaper 
readers are never regaled with ac- 
counts of her fads and pleasures, 
and every detail of her private life 
is carefully screened from pub- 
lic view—all of which is in 
marked contrast to the policy of 
every other player on the Ameri- 
can stage. The-newspapers print 
with avidity every item of any 
kind relative to Miss Adams on 
which they may lay hold. There 
is no doubt, however, that to at- 
tain success in such an unconven- 
tional manner there must be a 
foundation in the form of a very 
deep and general interest in the 
subject. For instance, Marie 
Corelli, the writer of lurid novels, 
has attempted the same plan of 
procedure which has been so suc- 
cessful in the case of Maude 
Adams, yet the effort of the nov- 
elist has fallen flat. The newspa- 
pers manifested a distressing dis- 
position to take the woman at her 
word and not intrude upon the se- 
clusion so carefully reared. 

The salary of American press 
agents ranges from $1,500 to $5,- 
ooc a year. In some instances the 
press agent also does duty as a 
private secretary, and there are 
other press agents who serve sev- 
eral different clients simultaneous- 
ly, it being essential, of course, 
for such a writer to engage him- 
self only to persons whose inter- 
ests do not conflict, 
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THE 


PITTSBURG PRESS 


DAILY-SUNDAY 








The only Pittsburg 
paper that publishes 


DAILY SUMMER RESORT NEWS 


Greatest Home Newspaper. 
Largest Advertising Patronage. 
Best All-Around Newspaper. 


Sworn NET average daily circulation six months 
ending Jan. 31, 1902 


12,259. 


C. J. BILLSON, 


Manager Foreign Advertising, 


86-87-88 Tribune Bidg. 307-308 Stock Exchange Bidg. 
NEW YORK. CHICACO. 
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ADVERTISING BY KINETO- 
SCOPE 


High and dry on the top floor 
of 41 East 21st street, New York, 
is the office of the man who man- 
ages the Edison Kinetoscope— 
Mr. Percival L. Waters. He has 
had a theatrical experience and 
hence is particularly fitted for his 
present position, as the early days 
of kinetoscope exhibitions were 
largely given in houses of public 
entertainment. But of late years 
the tendency is rather to get out of 
the theaters and into the regular 
advertising line. For there can be 
no doubt that the “moving pic- 
when applied to advertis- 
ing, can be made very successful. 

It has been well said that action 
will always attract the eye where 
inaction fails to do so. This is 
particularly true of advertising 
displays. ‘Something moving,’ 
something alive, in a window, will 
attract four times the crowd that 
still or inanimate objects will. 

According to Mr. Waters, who 
had a most interesting story to 
tell, the chief drawback to the 
moving pictures for outdoor show 
is, paradoxical as it may sound, 
their attractiveness. The crowds 
watching the pictures become so 
great as to become a public ob- 
struction, and the police have fre- 
quently to forbid the show, or 
stop it while in operation. But 
the better plan is to gather an au- 
dience indoors and make the exhi- 
bition there. The largest depart- 
ment stores in this and other cit- 
ies have tried the scheme as a suc- 
cessful advertisement. 

The exhibition is advertised 
among the regular bargain .an- 
nouncements as being on view 
during certain hours of the day, 
and at those hours the store is 
generally crowded. Free exhibi- 
tions have been given, but a much 


more profitable plan has been to. 


give free tickets of admission to 
the show of every purchaser of 
fifty cents’ worth and over. This 
plan was found to increase sales 
to a very appreciable extent, it be- 
ing plainly seen that in many cases 
people bought things they did not 
want in order to get a free admis- 
sion ticket. : 
Where no actual charge is made 
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for viewing the kinetoscope, it is, 
of course, in order to intersperse 
here and there an advertisement 
instead of a picture, to kind of 
sandwich in a little business with 
the pleasure. In this way, special 
bargains in different sections of 
the store can be run in without 
offending the observers—indeed, 
some of them may be thankful for 
the information. Wherever tried 
in a large department store the 
kinetoscope has been a success; 
but it can be easily seen that, as 
an advertising medium, it is a 
quick way of informing the crowd 
of certain bargains obtainable 
right while the people are on the 
spot to buy. In this way it is bet- 
ter than the newspaper, which 
meets the eye at home usually. 

Mr. Waters says that it is not 
permissible to introduce any kind 
of advertising in the moving pic- 
tures when they are being shown 
in a theater, music hall, school- 
room, etc. Where there is a paid 
admission the public will not stand 
for advertising, so that, so far as 
commercial publicity is concerned, 
the kinetoscope in the theaters. 
may be left out of consideration. 
But there is quite a large Seld for 
the moving pictures in other di- 
rections, and one of them is as an 
educator in the manufacturing and 
putting up of goods which it is de- 
sired to exploit. 

For instance, a series of pictures 
taken of a factory showing the 
raw material brought in, and its 
manipulation, stage by stage, un- 
til the finished article is produced, 
would make an excellent adver- 
tisement of that article, and ex- 
plain more in a minute than a page 
of letterpress possibly could. 

Mr. Waters does not think that 
the mere reproduction of printed 
or written sentences on the 
screens is good advertising. But 
pictorial advertising by means of 
the kinetoscope is yet in its infancy 
and may be developed to almost 
any.extent. But as an attraction, 
and a paying one, to the average 
department store, there is no 
scheme at the present time that ap- 
pears so worthy of consideration. 

tee 


THE policy of the advertising 
should be the policy of the store. 
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Quality and Quantity 


THE PRICE OF 


THE DETROIT 
FREE-PRESS 


REMAINS AT THREE CENTS A COPY. 


it3 readers are the Intelligent and Prosperous people of Detroit 
ana Michigan. For more than 70 years they have been able and 
~i"'ing to pay a reasonable price for the best newspaper in Detroit. 


| 

IT CONSERVES 
| The BETTER Interests of the Advertiser, and 
| 


COMBINES 
The BEST Interests of Advertisers and readers. 





| CIRCULATION: 

Daily,- - - - 42,500 
Sunday, - - 52,900 
Twice-a-Week, - - 91,600 


The Twice-a-Week Edition has more than Local or 
State Prestige. It is a National Distributer for Adver- 
tising Mail Order Houses and General Advertisers. 
They find it a Profitable Medium. 


J. E. Van Doren Speciat AGENcy, 


Direct Representatives and Managers Foreign Advertising, 





Boyce Building, Chicago, Ill. Temple Court, New York. 
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THE GRAND UNION HOTEL. 


Mr. Simeon Ford, of the firm 
of Ford & Shaw, proprietors of 
the Grand Union Hotel, Park 
(Fourth) avenue and 42d street, 
New York, has for twenty years 
been at the helm of that hostelry. 
It has been through both the ad- 
vertising he has issued and his 
personality that the establishment 
has achieved the national reputa- 
tion of being an unassuming, 
homelike one—a_ place which, 
when a man finds himself far 
away from his own roof-tree, is 
the best substitute imaginable. It 
is this character which it has been 
Mr. Ford’s endeavor in his adver- 
tising to inspire in the minds of 
people coming to visit New York. 

Said Mr. Ford to a PRINTERS’ 
INK’s representative: “I do not 
know whether I am singular, but 
I have never taken a step in ad- 
vertising about which I do not 
feel many a_ subsequent doubt.” 
Then he added, “Really, I feel 
ashamed to confess my ignorance 
upon the subject to PriNTERS’ 
Ink, which I consider the only 
and true past-master of the art. 

“As far as advertising is con- 
cerned, the leading hotel keepers 
of the land are divided in opin- 
ion. Some of them maintain that 
it is wiser not to advertise beyond 
the mere dignified mention of 
name and location, whereas oth- 
ers practice the most generous 
course of exploitation. I am in- 
clined to the view that no adver- 
tising is as effective as personal 
recommendation. Thus, when John 
out in Omaha thinks of coming to 
New York he turns to George, 
who has just returned from there, 
and asks, ‘Where did you put up?’ 
if George has been my guest, and 
I have pleased him, nothing can 
be more- effective than his reply, 
‘Go to the Grand Union. It is 
convenient, accessible, reasonable 
in all its charges, and, above all, 
as homelike and pleasant as you 
could wish,’ I have done the best 
kind of advertising. That has 
planted the seed of growth so it 
will yield a hundred-fold harvest. 

“I have tried various kinds of 
advertising, and as a result I 
think that to reach the public I 
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wish at the smallest outlay of 
trouble, time and money, the mag- 
azines are by far best. A popu- 
lar list of these will reach out and 
place your advertisement before 
the bulk of the public. For the 
advertiser who wishes to make a 
thorough canvass, and with whom 
expense is secondary, the dailies 
would be essential, but that would 
mean an advertising campaign on 
an enormous scale. 


“My outlay is what you would 
call a small one—never exceeding 
$10,000 a year. My returns on this 
are satisfactory. Not the least 
satisfactory consideration is that I 
do not have to lie awake nights 
and spoil my digestion in continual 
fear, as so many of the large ad- 
vertisers do. My hotel is filled 
most of the time—sometimes I 
have to turn away crowds. Then 
I confess I sometimes think I am 
wasting money in advertising. But 
in duller times, when I think it 
over, I concede that it is the ad- 
vertising to which the good times 
are due. 


“Yes, I circularize to some ex- 
tent—mostly in reply to answers 
to my advertisements. I have two 
superb booklets, ‘How to Know 
New York,’ and ‘A Few Glimpses 
of New York.’ For the former I 
charge three cents in stamps, the 
cost of sending it by mail. I do 
not think any one will charge me 
with exaggeration when I claim 
that it is the best and prettiest 
guide in the city now published— 
well worth the dime or even the 
quarter that is charged for most 
of the others. The only matter in 
this that refers to the hotel is the 
allusion on the cover, ‘Starting- 
point, Grand Union Hotel, oppo- 
site Grand Central Depot,’ and six 
or seven modest advertisements 
inserted in its 120 pages, besides a 
few pat allusions in the attractive 
reading matter. Then I also send 
out a ‘Catalorue of the Pictures in 
the Grand Union Hotel,’ a notable 


collection of 137 works of art, 
mostly fine paintings. Are these 
a good advertisement ? Only in sv 


far that they make a good impres- 
sion, create talk and consequently 


bring some guests who might oth- 
erwise not have come, 
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“The only lists which I obtain 
for circularizing purposes are 
those which I get by subscribing 
to the publication called Conven- 
tion Dates. This keeps me in- 
formed on all the conventions 
which are to be held. I am inter- 
ested in all which come to New 
York only. When one is drawing 
near I write to the secretary of the 
organization. That official fur- 
nishes me -with a full list of the 
names and addresses of the dele- 
gates. I send my literature to 
these and also a strong letter. The 
consequent returns have always 
been very satisfactory. 

“Contrary to the general expe- 
rience of advertisers, my best time 
to advertise is in the month of 
August. Through this I catch a 
fair percentage of the people pass- 
ing through the city in September. 
This means those returning from 
seashore and mountain to West- 
ern and Southern homes, or those 
taking a September outing. My 
trade during this month is three 
times the average of the other 
months. 

“Both in circularizing and in my 
magazine ads one of my main con- 
siderations is to catch the visitor 
before he has started—while he is 
still at home. That is, when he is 
formulating his plans. It is then 
that he makes up his mind where 
to stop. Out-door display and the 
street cars, for this reason, would 
do me little good. 

“The strongest point in my fa- 
vor is the central location of the 
Grand Union. This weighs more 
with the middle classes whom I 
cater to than with the wealthy and 
society people. In my advertise- 
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ments I always. harp upon the fact 
that this hotel is the first thing 
you see on stepping out of the 
Grand Central Depot, that you 
need no cab and that your bag- 
gage is placed in your room with- 
out bother or expense to you. But 
even these strong arguments 
would make our advertisements of 
little effect if we did not supple- 
ment with the other advantages of 
reasonable rates, good service and 
a good table.” 


J. W. Scuwartz. 
——_- +e -—__- 


CoMPARATIVELY little worn by 
man is bought by himself.’ Espe- 
cially is this true of married men. 
And mothers buy almost every- 


thing for their boys. This being 
the fact—and it is stated very 
moderately—it would seem that 


advertising clothiers and haber- 
dashers could employ publications 
that are read almost exclusively 
by women to a much greater ex- 
tent than they do. 
—__~o+ 

THE plan followed in the maga- 
zine advertising of Cook’s Flaked 
Rice—that of using space upon 
two opposite pages—is somewhat 
new and commei:idable, but the 
Cook ads could be improved by 
designs that wouid make the long 
strip of space stand out more 
boldly. The picturcs illustrating 
the method of preparing the cereal 
for the table take up more room 
than they are worth, for the text 
that accompanies tiem expresses 
their idea of itself. Furthermore, 
they are not attractive pictures— 
are neither explanatory to any de- 
gree beyond the powcr of words, 
nor ornamental enough to be used 
for their own sake. 














THE WASHINGTON 


EVENING 


STAR 


will introduce an advertiser to more homes 
and reach more of the best class of cus- 
tomers in Washington than all the other 


papers published inthe city added together. 
M. LEE STARKE, Representative, 


Tribune Building, 
NEw YorRK. 


Boyce Building, 
CHICAGO. 
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The Association of Am- 
erican Advertisers has lately 
completed its investigation 
into an analysis of the cir- 
culation of all of the daily 
and Sunday newspapers in 
the Cities of Minneapolis 
and St. Paul. 

As the Association’s cir- 
culation expert spent nearly 
two months in the compi 
lation of this report, it is, 
presumably, very thorough, 
exhaustive and accurate. — 

Advertisers will find this 
report alone worth the an- 
nual membership fee. 

If you are not amemberof 
the Association, you will find 
it worth your while to join. 








ThE RR A SORES 
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The net paid circu- 
lation of the Minne- 
polis “Tribune,” 
both daily and Sun- 
day, 1s larger—very 
much larger—than 
that of any other 
daily publication in 


the State of Minne- 


sota— 

or, for that matter, 
in all that portion 
of the United States 
north and west of 
Chicago. 


(See report of the Association of American 
Advertisers). 
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“THE MAIL ORDER 
JOURNAL.” 


AN APOLOGY, 


For a good many years the pub- 
lishers of Printers’ INK have had 
occasion to obtain from the Post- 
office Department a record of the 
periodicals accorded the privileges 
of transportation in the mails at 
second class rates; and also of 
those to whom the privilege, hav- 
ing been once extended, was after- 
wards withdrawn. 

On the 18th of February the 
publishers of Printers’ INK re- 
ceived from the third assistant 
postmaster-general’s department 
the following memorandum, under 
a caption of: 


CERTIFICATE OF ENTRY CANCELLED. 

Cuicaco, Int. Montuiy. Mail Order 
Journal, Published by Louis Guenther. Ad- 
vertising sheet, and subscription list not legiti- 
mate. 

Relying upon this memorandum, 
PRINTERS’ INK, in its issue of Feb- 
ruary 26th, published the following 
paragraph. 

The Postoffice Department has cancelled 
the certificate of entry of the Mail Order 
Journal, published by Louis Guenther, of 
Chicago, thereby excluding it from the. privi- 
leges of the second class mail, on the ground 
that the paper is an advertising sheet and the 
subscription list not legitimate. 

In its March issue the Mail 
Order Journal, commenting on this 
paragraph, said: 

There is not one word of truth in the above 
statement. It is a libelous, malicious invention 
of Printers’ Ink, from beginning to end, 
probably inspired by an insane jealousy on the 
part of that paper, because of the inroads 
made by the Mail Order Journal into its 
advertising patronage and editorial prestige. 
The Mail Order Journal has not been denied 
entry to the mails at second class rates, nor 
has it received any correspondence from the 
Department relative thereto. 

For the purpose of ascertaining 
the facts Printers’ INK dispatched 
a representative to Washington, 
who, proceeding to the desk of the 
chief clerk of the room from which 
the information as to the exclusion 
of the Mail Order Journal had 
emanated, was there informed that 
the information was correct, and 
the Mail Order Journal had been 
excluded. _ ; ' 

Upon having his attention di- 
rected to the comments made 
thereon by the Mail Order Journal, 
the chief clerk called up a second 
in command, who upon reading the 
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Mail Order Journal's comments, 
said that he believed the state- 
ment made by the paper was true. 

A conference between the two 
postoffice officials appeared to de- 
velop the facts that the case of the 
Mail Order Journal had for some 
time been under consideration; a 
mass of correspondence and docu- 
ments had accumulated; the ex- 
clusion had been decided upon, the 
order of exclusion written, the pa- 
per recorded as among those ex- 
cluded. The order for exclusion 
had gone to the desk of Mr. Mad- 
den, the third assistant postmaster- 
general, for his signature; and, 
with that tendency to delay and 
put things off that makes Mr. 
Madden’s decisions so much slow- 
er than the traditional molasses in 
winter, he was still holding on to 
the order, reconsidering the case, 
and holding it back with a whole 
lot of others until he can get time 
to try them over again. 

Printers’ INK’s_ representative 
secured an interview with Mr. 
Madden—General Madden they 
call him—and confirmed the facts 
as above stated. and took occasion 
to tell Mr. Madden that the Mail 
Order Journal was and is one of 
the most deserving of the large 
class of periodicals that are proud 
to be denominated Printers’ 
INkK’s babies, and to assure Mr. 
Madden that in this case his ten- 
dency to delay had probably saved 
the Postoffice Department from 
adding one more to the long list 
of blunders it has committed. 

Printers’ INK feels that the 
Mail Order Journal had occasion 
and excuse for the rather vituper- 
ative page devoted to the Little 
Schoolmaster in the Journal's 
March issue, and on that account 
takes the scolding modestly and 
apologizes most humbly, at the 
same time admitting to General 
Madden that his policy of putting 
things off has in one instance at 
least prevented him from com- 
mitting an injustice toward an ex- 
cellent and deserving publication. 

paces Hes ps ts 


Ir is seldom that men recom- 
mend an article for purchase to 
each other. Women constantly 
post one another on where to buy 
to advantage. 
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Advertisers can reach over three-hundred-four- 


teen thousand families every afternoon by using the 


_Scripps-McRae League of Newspapers for thirty- 


one and a half cents per line. 
The daily average sworn-to circulation for 


I901 was— 
The Cincinnati Post, - - - 139,048 
The Cleveland Press, - - - 111,336 
The St. Louis Chronicle, - 51,968 


The Covington (Ky.) Post, - 12,625 


These newspapers give the advertiser more 
guaranteed paid circulation at less cost per thousand 
than any other list of daily newspapers published in 
the country. 

Each paper has a permanent family circulation 
in the section where it is published. 

All one-cent afternoon newspapers, full of 
special telegraph newsy néws. 

Advertisers receive immediate results if their an- 
nouncements are placed in these desirable mediums. 

For further information as to rates, etc., 
address the New York office, 53 Tribune Building, 
or the Chicago office, 116 Hartford Building. 
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THE HOTEL STRAND, AT- 
LANTIC CITY. 


“It is my opinion that if the 
corporation of Atlantic City were 
to appropriate the sum of $250,- 
000 from its funds and devote that 
amount to advertising the resort 
the expenditure would not only be 
justifiable but the very wisest that 
it could make. It should be the 
constant endeavor of every one of 
its citizens to impress upon the 
whole world its advantages, both 
natural and man-made. With a 
wise campaign based upon such an 
amount, acquainting all not only 
with its beauties of surf, etc., but 
with the comforts and adequacy 
of its hotels, and the manner in 
which it can provide for its guests, 
well and ill, the outlay would, be- 
yond all doubt, bring back a har- 
vest of a hundred-fold. 

“In my opinion the corporation 
of Atlantic City ought to assist the 
hotel keepers in advertising the 
charms, advantages and comforts 
of that resort. They once did de- 
vote a little money to this purpose, 
but of recent years they have with- 
drawn even this slight assistance. 
Now the onus falls upon the ho- 
tel keeper alone and éntirely. It 
seems an injustice.” 

The speaker was Mr. T. B. Wil- 
liams, of the firm of Fairbairn & 
Williams, proprietors of the Hotel 
Strand, one of the splendid newe1 
caravansaries of Atlantic City, 
New Jersey. He was telling his 
advertising story to the represen- 
tative of Printers’ INK at the 
New York office of the hotel, with 
the New England Resort Bureau, 

3 Park place. 

“Our hotel was opened about a 
year ago, after a preliminary ad- 
vertising campaign of two months 
in the newspapers and a month of 
sending out booklets. It is a brick, 
fire-proof structure, the only one 
cven claiming such protection at 
the resort. It is an impressive edi- 
fice, and you can depend upon it 
that in our advertising we make 
much of the fact. a decided dis- 
tinction when you consider that 
there are more than a thousand 
hotels and boarding-houses in that 
town. 

“The 





newspaper campaign, 
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which has continued more or less 
since, embraced the leading news- 
papers in most of the cities of the 
East, and in several circuits of the 
smaller cities and larger towns. 
To indicate the character of these, 
let me cite some of them. In New 
York there were and are the 
Times, the Mail and Express, the 
Evening Post, the Press and the 
World. The last mentioned we 
used for a special reason, but we 
found it a valuable medium on 
Sundays, because of its wide- 
spread circulation. In Philadel- 
phia we have employed the Times, 
the Evening Telegraph, the Pub- 
lic Ledger, the Press, the Inquirer 
and the North American. In Bal- 
timore the Sun, the American, the 
Evening News and the Morning 
Herald. In Washington the Star 
and the Post; in Pittsburg the 
Chronicle-Telegraph, and in Buf- 
falo the Express. In Boston we 
had a similar list. Then, in such 
places as Rochester, Syracuse, Al- 
bany, Troy, Springfield (Mass.), 
New Haven, Hartford and Bridge- 
port, we selected the represen- 
tative publication. Throughout 
Pennsylvania we had a round of 
the smaller cities. Then in Can- 
ada the three leading cities, Mon- 
treal, Toronto and Quebec, were 
favored by us. We did not try the 
West nor the South at all. Our 
first idea as to space was to use a 
small resort card, and run this in 
the off days, the main advertise- 
ment being a 50-line double col- 
umn advertisement two or three 
times a week. But by an ingenious 
arrangement of type display—you 
see I had previously been connect- 
ed with the printing trade—I have 
been enabled to reduce our space 
about thirty per cent—to thirty- 
five lines double column, and yet 
we are getting, if anything, better 
results. This arrangement dis- 
plays the words ‘Hotel Strand’ in 
heavy type, between rules right 
through the center, and permits of 
explanatory reading both above 
and below. You ask about posi- 
tion? In the metropolitan papers 
resort advertisements come under 
the classification, and that gives us 
sufficient position of itself. But 
in papers in smaller communities 
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we always exact position and are 
willing to pay a fair advance for 
it. As for reading notices, we 
never run any that we are required 
to pay for, for we have so ‘much 
more faith in display. But we get 
a great many. The only kind 
which we value are those which 
publish the arrival lists in the us- 
ual weekly Ietter most large pa- 
pers publish from such a resort. 


‘That is in such a letter, say in the 


Baltimore paper, they will cite the 
names of all the Baltimoreans who 
may have arrived at Atlantic City 
during the week, classifying each 
under the hotel at which they have 
stopped. Such a notice is helpful. 
We do not find that the Sunday 
issues are of any more value than 
the week-day ones. 

“Regarding cuts, I would say 
that though we have used an elec- 
trotype showing our very impres- 
sive edifice, that a smaller card 
well displayed is much more effec- 
tive. That seems as fair a test as 
I could have made. Considering 
the difference in cost I certainly 
prefer to do without them. 

“We used the magazines to a 
limited extent, and within nar- 
row lines have also used relig- 
ious publications. We have ab- 
jured almost all other classes of 
publications for a very good rea- 
son. This is that our business has 
been so satisfactory that we re- 
quired no further advertising aid. 
Out-door display and street cars? 
Well, it is my opinion, and I think 
you will find that most progres- 
sive hotel men agree with me, that 
they are utterly unfitted to serve 
us. Summing up all the mediums 
we have referred to, the newspa- 
per is by all odds the best. As re- 
gards the comparative merits of 
the morning and evening issues, 
individually I incline to the latter, 
because, in one word, the morning 
paper goes from home, the even- 
ing to home, and the home is the 
place that decides the fate of a ho- 
tel. Woman is the arbiter in a 
case like ours, almost as much as 
though it were buying dry goods. 

“Except as far as personal let- 
ters are concerned, our literature 
consists of our booklet. We con- 
sider this a very valuable adjunct. 
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, 
It brought letters in great ntfm- 
bers, and our answers brought the 
guests. We had 20,000 of these 
struck off, at an expense of more 
than $600—that is, they cost us 
over three cents apiece. It is our 
opinion that a booklet cannot be 
too fine—there is no such thing as 
waste in this direction if judgment 
is exercised. 

“We mailed copies of this book- 
let to lists of people in various 
cities, of the classes we desired to 
reach. Yes, these lists were hard 
to obtain. We were solicited to 
buy them, but I am glad to say 
that we never bought a name. We 
obtained our lists through our own 
efforts entirely—by infinite pains 
of personal effort, my partner 
helping me, and assisted by a 
clerical force. As these lists stand 
now they do not show the work 
that was done in acquiring them. 
They are the result of a process of 
elimination—of weeding out. At 
first they were a mere nucleus. We 
have already acquired between five 
and six thousand names, and we 
-consider them invaluable. 

“We find the New York public 
by far the best for our purposes. 
It is the only one which is thor- 
oughly educated up to the fact of 
looking to the newspapers for lists 
of hotels at the various resorts 
throughout the country. It is 
guided by the newspapers. 

“We have made no appropria- 
tion for advertising purposes, 
simply keeping a close watch over 
the amount. During the first year 
we expended somewhat less than 
$5,000. But as this year had 
proven so satisfactory throughout, 
there was no occasion to spend 
more. 

“Let me thank the Little School- 
master for according me the court- 
esy of its columns. In past years 
I have been one of its closest 
scholars. If any of the success 
which we have thus far met is due 
to advertising, part of the credit 
certainly belongs to PRINTERS’ 
Ink, to which I owe all I know of 
this art—or science.” 

W. ScHWARTZz. 
Qe 

THE best mediums are those pa- 

pers which are read the closest. 











LYING PUBLISHERS. 


It is not a pleasant thing to say, 
but it is nevertheiess a fact, that in 
no sphere of activity of a pseudo 
respectable character is there more 
fraud practiced than in the news- 
paper advertising field. The man 
who sells advertising is in no es- 
sential respect different from the 
man who seils clothes, groceries or 
the other commodities known to 
trade. Still, he is given a greater 
latitude and is endowed with cer- 
tain privileges that are denied to 
cthers. The merchant cannot 
wrap up two pounds of sugar, sell 
it for six, and then prevent the 
buyer from inquiring by investiga- 
tion into the legitimacy of the 
transaction. Still, the newspaper 
pubiisher can do that very thing. 

The advertiser buys circulation. 
A newspaper is valuable as an ad- 
vertising medium in proportion to 
the number of readers it has. 
Broadly speaking a paper that has 
10,000 circulation i is worth twice as 
much as an advertising medium 
as a paper that has only 5,000 cir- 
culation. When a man pays for 
advertising he is not buying the 
privilege of putting ink on so 
much white space but he is paying 
for the privilege of addressing an 
alleged number of subscribers. He 
should be accorded the privilege of 
ascertaining whether or not he is 
getting that for which he parts 
from his money. But he is not. 
The publisher claiming to sell the 
advertiser 10,000 circulation can 
sell him 5,000 or 2,000 and by re- 
fusing him a sworn statement and 
admission to the press room can 
prevent him from knowing what 
he is getting tor his money. 

This peculiar condition has 
proved an irresistible temptation 
to scorés of publishers to badly 
lie concerning their circulation and 
to accept from the misguided ad- 
vertiser the fruition of falsehood 
and fraud. It has likewise pre- 
vented the advertiser from ascer- 
taining whether he has obtained 
value received, because as the aver- 
age advertiser patronizes several 
papers he cannot well . discover 
which is bringing him the best re- 
turns. The privilege of the pub- 
lisher robs the advertiser of his 
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self-defense. This is not as it 
should be. It is the duty of the 
State not only to guard the lives 
and liberty of its citizens but to 
protect their property and to pun- 
ish those who perpetrate fraud. 
The federal government has its 
postoffice and bank inspectors and 
the State has its oil and milk in- 
spectors. We have scale inspec- 
tors to prevent fraudulent weights 
and we should have newspaper in- 
spectors to prevent fraudulent 
measures of advertising. Every 
newspaper should be obliged to 
publish a sworn circulation state- 
ment each month and newspaper 
inspectors should be appointed to 
investigate the advertising affairs 
of newspapers as the affairs ot 
banks and postoffices are now in- 
vestigated. An arrangement of 
this character would be hailed with 
joy by honest publishers, and, 
while guilty ones would wail, the 
system would be for the public 
good. Fraud should be uncloaked 
wherever found.—Terre Haute, 
Ind., Daily Tribune, March 20. 


ILLUSTRATED TESTIMONIAL. 





“I HAD REACHED A POINT WHERE NOTH- 
ING MORE COULD BE DONE.” 
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The Edition of the American 


Newspaper Directory for 1902 will be 
Out April 16th. 


It contains a total revision of the entire 
North American Press to date. 

It will be the most complete, the most 
valuable volume of facts and figures regard- 
ing newspapers ever published during the 
last thirty-four years. 

It is the greatest bunch of practical ad- 
vertising experience that Five Dollars can 
buy anywhere in the civilized world. 

You can do without its advice—but you 
won't feel that you were as prudent as you 
might have been by consulting it. 


It’s the Standard Everywhere. 
Price $5.00. Cloth and gold; 2,000 pages. 


ADDRESS 


GEO. P. ROWELL & CO., Publishers, 
IO SPRUCE ST., NEW YORK. 
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WITH ENGLISH ADVER- 
TISERS 


By T. Russell. 


That Great Britain is one of the 
most conservative countries in the 
world is well known, and the fact 
is of much importance to advertis- 
ers. There are few countries 
where it is so hard to gain a foot- 
hold, nor is there any country that 
I know of, except France, where 
trade in any special line, when 
once captured, is so easy to hoid, 
provided you do nothing to shock 
national susceptibilities. Hence it 
is not a simple proposition to in- 
vade England, either with a new 
specialty that no one knows any- 
thing about, and against which ac- 
cordingly every one is prejudiced ; 
or with something with which it 
is intended to enter into competi- 
tion with a line of proprietary 
goods already on the market; or 
with a patent of any kind which it 
is hoped to run against existing 
appliances by offering an improve- 
ment upon them. 

* * * 


It would be a pretty easy matter, 
however, to exaggerate the import- 
ance of the foregoing considera- 
tions. Some inventions are so new 
to British ideas that it is very diffi- 
cult, indeed, to be a pioneer with 
them. Typewriters are in my 
mind. The Remington is foremost 
in the field here, more because it 
was the first than because it 1s (and 
I think it undeniably is) the best, 
in spite of the fact that the War 
Office has lately bought 253 of it. 
(This the Remington people are 
very injudicious enough to make 
known by advertising. Consider- 
ing the recent revelations of our 
War Office methods, there 1s a fair 
presumption in favor of what the 
War Office buys of anything being 
the most expensive and least satis- 
factory. But the Remington Type- 
writer is an exception.) 

+ * * 


Well, the supremacy and uni- 
versality of the Remington made 
the ground very difficult for other 
typewriters when the latter began 
to come in. But I doubt whether 
the trouble thus made for them 
was any harder to deal with than 





the trouble that the Remington 
people had to meet, in the fact that 
in their time no One knew anything 
about typewriting machines, didn't 
want machine writing, any way, 
and thought it was a great imper- 
tinence to be bored about. In 
those old ancient days [ myself 
typed out laboriously a batch of 
circulars with an old, rickety, side- 
lever Sholes & Glidden, and 
tramped around Lincoln’s Inn 
Fields trying to interest lawyers 
in an invention so plainly devised 
for their interest. After three 
months, rich in contumely, I quit. 

I don’t doubt that I did my share 
in educating the British public. 
But there was a whole weary work 
to be done, and I don't think it was 
seriously successful on the big 
scale until J. Walter Earie, than 
whom no more popular American 
ever crossed to these shores, took 


hold. I hear he has just gone 
back to his native land. We 
grudge him to it. 

* * * 


Well, a man who wants to sell 
typewriters now does not have to 
begin by teaching people that they 
need a writing machine. He has 
only to teach them that they need 
his. The typewriter is an exam- 
ple of an innovation so revoiution- 
ary in character that I doubt 
whether the difficulty of compet- 
ing with the established popularity 
of the existing machines is any 
harder to overcome than the pio- 
neers’ former task of introducing 
the new machine. 


+ * * 


The same difficulty applies to a 
very different line of merchandise 
—I mean medicine. A nation takes 
a lot of educating before it learns 
all of the ways in which a body 
can be ill. I am reminded in this 
connection of a saying of Mark 
Twain’s about the good work of 
missionaries in the beautiful isles 
of the Pacific. “Gentlemen,” said 
Mark, “if it were not for mission- 
aries millions of our dusky fellow 
creatures might live or die on 
those beautiful palm-fringed is- 
lands, and never know that there 
is a hell.” It is the same with 
hvman beings. If it had not been 
for G. T. Fulford with his Pink 
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Pills for Pale People, and A. J. 
White with his Siegel’s Syrup, and 
H. H. Warner with his Safe Cure, 
millions of my unhappy country- 
men might have gone and died 
of some other complaint and never 
known that they had anaemia, or 
dyspepsia, or that it is possible to 
1eel sick because of a set of organs 
called the kidneys. 
* * * 


In regard to these last organs, 
which haven’t even now begun to 
trouble the British nation so much 
as could be desired, matters begin 
to look now as if H. H. Warner 
& Co. had mainly been pioneers 
for James Doan. The Safe Cure 
brsiness is advertised ‘still, but its 
publicity doesn’t approach that of 
Doan’s Kidney Pills, either in ex- 
tent or utility, and some of the 
Safe Cure advertisements seem.to 
suggest that the writers of them 
fcel the competition. There is no 
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better medicine advertising in 
Great Britain to-day than Doan’s, 
and very little that is anywhere in 
the same class. The Foster-Mc- 
Clellan Company has been here 
since 1899, but has not been ready 
to come out into the front rank 
until now. The McClellan part of 
the company is in charge; popu- 
lar, practical and posted. I think 
it is a tribute to the London man- 
agement that it has personally no 
better friends than amongst its 
keenest business opponents—a 
record that always stands for 
straightforward, clean methods. 
EE ats 


Tue time will come, probably 
within a few years, when theat- 
rical managers will use larger 
space. Why should not a produc- 
tion be described with as much de- 
tail as books have lately enjoyed? 
It seems strange that no manager 
has as yct made the beginning. 














THE TRACT SOCIETY DEATH TRAP IN SPRUCE STREET. 


ILLUSTRATING A POSSIBLE CATASTROPHE. 


THIS CAVERN IN THE SIDEWALK IS SAID TO BE TWENTY-EIGHT FEET DEEP. 
WALK IN WHICH IT IS SITUATED IS SIDLING AND OFTEN SLIPPERY, 


THE SIDE- 
WHOEVER SLIPS, WHEN - 


THE DEATH TRAP IS OPEN, IS LIABLE TO SLIDE UNDER THE FRAGILE AND INADEQUATE 


RAILING IN THE MANNER ILLUSTRATED IN THE PICTULE, 


IT IS WONDERFUL THAT THE 


POLICE AND THE BUILDING DEPARTMENT ALLOW SUCH A MENACE TO LIFE AND LIMB TO 


REMAIN YEAR AFTER YEAR, 


IT ILLUSTRATES THE GREAT INFLUENCE POSSESSED BY THE 


AMERICAN TRACT SOCIETY, WHICH ENABLES IT TO SECURE PRIVILEGES THAT WOULD BE 
DENIED TO OTHERS AND SUBMIT THE PUBLIC TO DANGERS WHICH ARE SERIOUS, AND FROM 
WHICH THE ONLY SURE ESCAPE IS FOUND IN ABANDONING ONE SIDE 2F SPRUCE STREET AND 


WALKING ALWAYS ON THE OPPOSITE SIDE. 
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THE MILWAUKEE SENTINEL 


CIRCULATION. 


(JET ON-To- 
-OUR- 


(5URVES 


aily — Red. 
Sunday—Blue. 


ADVERTISING. 


NET GAIN, LAST Sit MONTHS /90/, CoLUMNS,393 


JAN. | FEB. | MAR. | ARR. | MAY. 


A NOVEL WAY OF ARRANGING A CIRCULATION STATEMENT. 
IS 12X14 INCHES, PROTECTED WITH BRASS FACINGS. 


CURVES ARE IN RED AND BLUE. 





Ave. " | Ocr. Cc. 


THE ORIGINAL HANGER 
THE DAILY AND SUNDAY CIRCULATION 





FREE PUFFS. 

Physicians and lawyers used to think 
that they were prohibited from adver- 
tising by the ethics of their professions. 
But in these days doctors and lawyers 
do advertise. Their advertising is in 
different form from that of the business 
man and manufacturer; and while it is 
just as effective it is a great deal cheaper 
for the advertiser. The lawyer gets a 
free puff when he is connected with a 
sensational case. The newspapers have 
to give it to him. It is news. So the 
physician, when he has a case that prom- 
ises to add to his reputation or confirm 
his skill, is careful to let the newspapers 
know of it, and of his connection with 
it. And the result in both instances is 
-position not next to reading matter, but 
in reading matter.—The Ad-Writer, St. 


Outs. 
>. 


HOW IT’S DONE. 

The ways to obtain mail order busi- 
ness are diversified, but there are three 
settled ways which must be followed if 
one intends to build up a permanent 
mail order business. First, through 


newspaper advertising; second, through 
catalogues; and third, through follow- 
up systems. With a house supplied 
with sufficient capital, with territory 
where rates are right to compete with 
other cities, with perseverance and pa- 
tience to see money go into newspaper 
advertising and catalogues without large 
returns for a year or two, and then by 
following up prospective customers witl) 
letters and pamphlets and circulars, then 
keeping in touch with anticipated cus- 
tomers—a highly profitable mail order 
business can be obtained. 
+o» 


W. RicHarvson, 4 Bank street, Ash- 
ford, Eng., sends the Little Schoolmaster 
a batch of proofs of his ads which he 
runs in the Kent County Examiner. 
PRINTERS’ INK is pleased to give unstint- 
ed praise to Mr. Richardson’s ads; they 
are excellently written and displayed 
and prove what Mr. Richardson writes, 
viz., that he is a close student of the 
teachings of the Little Schoolmaster, 
whose ad contest he will enter shortly. 
Mr. Richardson is surely qualified to 
write a good competition ad. 
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Hotel Advertising 


Thousands and thousands contemplate 
a vacation at least once a year. The 
money spent during that period reaches 
into enormous aggregates. 

To many it’s only a question of choice 
—to others chiefly of cost. Both kinds can 
be reached by intelligent advertising at the 
right time and in the right mediums. 

Advertising can convince them that 
your establishment is just the right one 
for their outing. 

We have a long, successful 
experience in the advertising 
business, and our aim is to 
render effective service. 

We plan, illustrate, print 
and place hotel advertising. 
We do all of these, or any de- 
sired part. Call on or write to 


GEO. P. ROWELL @ CO. 


ADVERTISING AGENTS, 
10 Spruce Street, New York. 
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BEST AGRICULTURAL 
NEWSPAPER. 





Printers’ INK has in the past 
few years awarded six sugar 
bowls to newspapers and trade pa- 
pers, and the recipients of these 
distinctions have often asserted 
the moral as well as direct busi- 
ness value that had accrued to 
them from these awards. 

A seventh award wiil be made 
within the next few months to the 
agricultural paper, weekly, semi- 
monthly, monthly or however is- 
sued, that better serves its purpose 
than any other as an educator and 
counsellor for our agricultural 
population, and best serves as an 
economical medium for communi- 
cating with that class through its 
columns and on the fairest terms, 
price and value considered. 

Publishers of agricultural pa- 
pers, or their friends, are invited 
to submit such claims for consid- 
eration at the hands of the Little 
Schoolmaster. 

Up to the present time it would 
appear that the Country Gentleman 
and the Farm Journal are the only 
agricultural papers that have the 
nerve to claim that they are en- 
titled to the Sugar Bowl. When 
the Little Schoolmaster attempted 
to think of another paper that 
would be at least as good as one 
of these he scratched his head— 
but mentioned no paper. 


Office of 
FE. A. Botsrorp, 
County School Examiner. 


Petoskey, Mich., March 17, 1902. 
Editor of Printers’ INK: 

I see that you purpose soon to give 
your seventh Sugar Bowl to the most 
popular and deserving agricultural pa- 
= and I beg to say a few words in be- 
lalf.of Farm Journal, the farmers’ true 
friend and counsellor. I think that you 
can in no way please more people than 
by awarding the prize to a paper whose 
friends are legion and the backbone of 
peerless America. 

When the Farm Journals are poured 
from the mail bags way up in this end 
of the Wolverine State there are none 
more eager to receive them than we. 
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When we began housekeeping the Farm 
Journal was our guide for several years. 
Then we were led astray in some way, 
and for a time did not receive it. Other 
farm papers had crowded it out. Per- 
haps they were more pretentious and 
showy, but they lacked the warmth and 
cordiality we had always found in the 
homely sayings of the Farm Journal. 
We soon found out that the scientific 
terms and formulas were not applicable 
to our needs. In other words we ceased 
to be progressive. Something was de- 
cidedly wrong. It was then that we de- 
cided to try Farm Journal again and at 
once sent in a five years’ subscription 
for it. And, now, if the time ever 
comes when a late copy of Farm Jour- 
nal cannot be found in our home it will 
be after we have gone “over the hills 
to the poor house.’ 

Once more asking you to “do your- 
self proud” by deciding in favor of 
of Farm Journal, 1 remain, 

Sincerely yours, 
E. A. BotsForp. 
TF'RANK RoBINSON. 
Grower of Onions, Potatoes, Carrots, etc. 
Ravenna, Mich., March 19, 1902. 
Editor of Printers’ INK: 

Below find a few of the reasons why 
the Farm Journal of Philadelphia, Pa. 
is the best paper for its purpose that is 


printed. First, the articles are boiled 
down, and you get nothing but the 
sweet. Second, its plain, sound advice 
to its patrons. ‘Third, its fearless up- 
holding of the right, and criticising of 
wrong. Fourth, the amount of news on 


so many subjects belonging to its pat- 
rons. Fifth, the amount of information 
a reader can get in a very few hours’ 
time, as you do not have to go away 
around to cross the creek. Sixth, but 
not least, the very low price of the 


paper. Yours very truly, 
FRANK Rosinson. 
Office of 
Artuur S. Knirrin, D. D. S., 


206 South Broad Street, 
TrenToN, N. J., March 20, 
Editor of Printers’ Ink: 

In awarding for the seventh time to 
the agricultural paper that best serves 
and best educates the agricultural people 
in this section, permit me to lay the 
claims of the Country Gentleman be- 
fore you. 157 inquiries from adjacent 
States to me in response to a one-inch 
advertisement in the paper mentioned 
speaks volumes for it as an agricultural 


1902. 


journal. Very a 
i . KNIFFIN. 
Rotirn C. HorsFatt, 


52 Putnam Avenue. 
WHITNEYVILLE, Conn., Mar. 20, 
Editor of Printers’ Ink: 

I read an article in Printers’ INK of 
recent date in regard to the seventh 
Sugar Bowl and its disposal, and there is 
a little paper I would like to have get 
that bowl. have been a reader of it 
for about twenty years. It is the only 
paper I know that a person can pick up 
for two or three minutes and read one, 
two or more complete articles on any 
subject interesting to the reader. Ex- 
perience and not theory, small, con- 
densed and right to the point, guaran- 


1902. 
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teed advertisements. It fills a place that 
I have been unable to find any other 
peper that would do. It is the Farm 


Journal, Wilmer Atkinson Co., Pubs., 
Philadelphia. Yours very truly, 
R. ; Honerate. 





CRESCENT Far M. 


Hopewell, Ontario County, New York, 
harles Buchan, Proprietor. 
Stantey, N. Y., March 20, 1902. 

Editor of PRINTERS’ INK: 


In regard to your award to the. best 
all around agricultural paper, that serves 
hest, both as an educator and advisor, 
of the agricultural public, and also as 
the best for the advertiser who wishes 
to reach this class, I wish to write a 
few words for the paper which I believe 
is clearly entitled to the award. 

This paper is the Country Gentleman, 
published at Albany, N. Y., for seventy- 
two years. A good paper at the start 
and better every year. It has been pub- 
lished long enough to be well known 
over a large territory and is taken by 
the best and most substantial class of 
farmers and stock-breeders. It is not 
published in the srecial interest of any 
particular branch of farming or stock 
breeding; but for the whole together, and 
has special departments for the more 
important branches. The reading mat- 
ter is written by men of wide reputation 
whose opinions are worth something and 
carry weight. As an advertising medi- 
um it is the best, first, because it reaches 
a large number of the right class of 
readers, and second, because the cost of 
reaching them 1s reasonable. I myself 
have been a steady advertiser in it for 
several months and I know that it pays 
and is profitable as an advertising me- 
dium. 

Everything considered I 
Country Gentleman 
award. 


believe the 
is entitled to this 
Yours very truly, 
Cuan BucHAN. 
“Cuicaco Darry Propuce.” 
Published Twice a Week Lid Chicago 
Produce Company (Inc.), 

154 Lake Street, Marine Building. 
Cvaranteed Circulation Among Creamer- 
ies and-the Butter Trade Largest of 
Any Publication in the World. 

Cuicaco, March 18, 1902. 
Editor of Printers’ Ink: 

I note your seventh Sugar Bowl con- 
test. Would Chicago Dairy Produce be 
eligible, going as it does principally to 
creamery buttermakers, and if so, how 
do you calculate to make a fair com- 
parison with journals of such special 
class, whose field even when covered 
at its best is not extensive (there are 
less than 7,000 creameries), with an 
agricultural paper like the Farm Journal 
which goes to about 400,000 farmers? 
_ I think your editorial in March 12 
issue, page 32, does a great injustice 
to the agricultural publications of the 
better class whose lists are bona fide and 
papers all paid for. Very truly, 

Kovarik, Associate Editor. 


SARATOGA SPRINGS, March 24, 1902. 
Editor of Printers’ INK: 

I wish to say a few words to you in 
favor of the Farm Journal as an edu- 
= and counsellor. It leads all agricul- 
il }apers and its price is so low, that 
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it is within reach of all, and is read b 
2,000,000 people; it is all in a nut shell, 
and its pages are clean, and it touches 
on all farm topics, stock growing, hor- 
ticulture and household economy and 
every member of the family can find 
something to instruct. It exposes 
fiauds, and it publishes no humbug ad- 
vertisements for love or money. I have 
read it from its infancy twenty-five 
years ago, and a dozen other agricul- 
tural journals during my life of seventy- 
seven years. I think this is a little ahead. 
One number is sometimes worth a year’s 
subscription. Respectfully yours, 

S. S.. Wescott. 


“Tue Kinc’s COMMAND.” 
Edited by Melville C. Keith, M. D. 
Discoverer of the Law of Protoplasmy. 
Monthly—Fifty Cents a Year. 


BELLVILLE, Ohio, March 24, 1902. 
Editor of. Printers’ Ink: 
* I see you are offering a sugar bowl 
for the best agricultural paper and 
also the best advertising medium. Ac- 
cording to my judgment, the Up-to- 
Date, of Indianapolis, is not alone the 


best agricultural paper, but it is the 
best advertising medium in any State. 
Its readers are intellectual and they are 
filled with an idea, and that idea is to 
better their condition. The reason why 
the Up-to-Date Farming and Gardening 
is the best is seen from the following: 

1. Because its articles are in season. 

2. Because the details are given by 
farmers in a practical manner and can 
be relied upon and understood. 

3. Because there is an entire absence 
of any theories and speculations about 
the agricultural part of the paper. 

4. Because it in not carry any dead- 
weight material or fraudulent ads. It is 
a clean paper. 

5. Because the ideas which are ad- 
vanced by the reader of the Up-to-Date, 
if carried into practice, would stop the 
gambling in agricultural products and 
make the price of wheat and other grains 
as stable as any products could be with 
the varying of seasons. 

6. Because the articles for the home, 
poultry and domestic animals are always 
reliable and helpful to the farmer. 

7. Because it.is the best all around 
paper for the home in the United 
States. Practical, reliable and to be de- 
pended upen at all times. 

8 and lastly. Because it is never filled 
with the scissored articles stolen from 
ali ns exchanges. Very respectfully, 

M. C. Kerru, Editor. 


ILLUSTRATED 


mae # 


PHRASE, 








“a SLAVE OF THE PEN.” 
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QUAKER CITY POINTERS. 
By John H. Sinbérg. 


The makers of Kolb’s Mother's 
Bread can, without fear of contra- 
diction, boast of having in their 
automaton an advertisement which 
attracts and holds more attention 
in the public thoroughfare at the 
present time than any similar con- 
trivance in the city. To say that 
the man who originated the 
scheme is‘a genius is putting it 
mildly, indeed. 

It is only a red-painted wagon, 
operated by electricity, but what 
excites great curiosity and glues 
one’s attention instanter is the fig- 
ure of a giant over eight feet tall, 
garbed in the white costume of a 
French baker, his hands behind 
his back, strolling leisurely, in 
human-like fashion, directly in 
front of the wagon, which gives 
one the impression that the man 
is pulling the wagon with his 
hands. The actions of the figure 
are most deliberate, the motion 
produced not being jerky, as is us- 
ual with such mechanical appara- 
tus, but smooth, steady and with 
admirable exactness. The face 
and body are so well imitated that 
many people, at first sight, mistake 
the dummy for a real man, and 
they stare in amazement and won- 
der at the slow, measured gait of 
the white-aproned giant. The 
wagon is like the ordinary sort 
commonly used for delivery pur- 
poses. On each side, in white let- 
ters, are these words: “Use 


Kolb’s Red Label Bread. The 
Kind that Mother Used to Make.” 
Small electric globes form a bor- 
der around this lettering, and at 
night the lights throw out a bright 
glare, which enables the onlooker 
to decipher the wording at quite a 
distance. Without a doubt Kolb’s 
automatic giant is the best and 
most conspicuous “living” adver- 
tisement in the Quaker City at 
this writing. 
* * * 


Thomas Martindale & Company, 
1oth and Market streets, have just 
commenced to advertise their new 
cigar, styled the “Night Extra.” 
Though the space occupied is only 
35 lines, double column, the cuts, 
type and borders are so well 
chosen that there is a plenitude of 
white space, and these advertise- 
ments stand out boldly at all times 
and make an excellent impression. 


* * * 


William H. Hoskins & Com- 
pany, 904 and 906 Chestnut street, 
the well known stationers, are do- 
ing a great deal of advertising in 
the newspapers and street cars at 
this season of the year. Their lat- 
est catch line, “Know the Hoskins 
Store,” 
ure in all of their announcements. 
The more recent cards have it 
printed in white letters on the 
black border which surrounds the 
four sides of the advertisements, 
and greatly enhance their eye- 
a qualities. 











MATRIMONIAL. 
A YOUNG LADY, CLEVER, 


accomplished,with ample income 
seeks acquaintance of man of 
marriageable age; must be hand- 
some, warm-hearted; prefer one 
who is sensible enough to appre- 
ciate the Quarter Size Collars of 


Wert GTON 


IT CERTAINLY ATTRACTS ATTENTION. 





A STRERT CAR ‘can? FROM CHICAGO. 


WML IU ASN 


SELLS GOODS IS ANOTHER QUESTION, 


is made a prominent feat- , 
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NOTES. 


E. C. Ricker, Scranton, Pa., sends a 
neat booklet of well-written advice upon 
the rearing and management of Game 
Bautam chickens. 


Tue James Howard Kehler Co., ad- 
writers, Chicago, claim to make the best 
newspaper ads in the world, and show 
convincing <amples in a small folder. 


Joseph & Russet, 75 Fulton street, 
New York, make a specialty of artistic 
advertising coniposition and call atten- 
tion to the fact in a . convincing folder. 


‘THe Process Letter Machine Co., 
Muncie, Ind., sends out a mailing card 
showing its process for printing imita- 
tion typewritten letters on an ordinary 
job press. 

“Anout Ainslee’s’ is an attractive 
litie 32 page brochure containing a 
forecast of some of the features which 
will appear in early numbers of that 
niagazine. 


Il. H. Cammann & Co., 51 Liberty 
street, New York, send out an excellent 
little booklet containing a succinct de- 
scription and some pariicuiarly artistic 
half-tones of Merrick, Long Island. 


A. Tritton & Son, seedsmen, Cleve- 
land, Ohio, send with every copy of their 
catalogue a coupon from the Farm 
Journal which entitles the recipient to 
that paper for five years at a nominal 
rate. 


Tue C. D. Gregg Tea & Coffee Co., 
St. Louis, is getting out an alphabet 
book in the interests of its brands of 
coffee, and announces it by _ mailing 
cards upon which are printed sample 
pages. 

brooks BrotHers, Broadway and 2end 
New York, issue a handsome 
booklet containing a gencral list of men ’s 
clothing and accessories. It is com- 
mendable for compact arrangement and 
fine illustrations. 





A sIGN writer at Siegel, Cooper & 
Co.’s was directed te get up a window 
card for a special sale of ice skates and 
this is what he wrote: “Siegel & Cooper 

—Cheap Skates.”” And then he got 
fired.—The Advisor. 


Mr. Danrev’s Department of Human 
Interest issues a new folder called 
“Fifteen Hundred Miles over the New 
York Central with Prince Henry,” 
giving the Prince’s itinerary, with facts 
ma ovr German population and 
trade. 


A tiny folder from Isaac Bacharach, 
Atlantic City, N. J., contains facts about 
lots in Ventnor Heights, a suburb of 
that place. It gives, in compact form, 
fully as much information as the padded 
real estate brochure generally sent out 
Tor similar purposes. 


GERHARD MENNEN is dead. Probably 
no proprietary article has been more ex- 
tensively substituted by druggists and 
dealers in toilet articles by a ‘“‘some- 
thing just as good” than Mennen’s 
Borated Taicum Powder. Mr. Mennen 
died wealthy, worth fiom $1,000,000 
to $1,500,000, accumulated in a 
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dozen years by honest and efficient 
business methods, and this after spend- 
ing hundreds of thousands of dollars in 
advertising.—-Batten’s Wedge. 


Wirth reference to the failure of the 
scheme of the manufacturers of Miracle 
Pills recently mentioned in the Little 
Schoolmaster, a correspondent from 
Canada writes: “That ad did not appear 
in two hundred weeklies and dailies, as 
the Canadian lottery law prohibits such 
contests.” 


Tue Lowell (Mass.) Telegram carried 
nearly 3,500 inches of advertising in its 
issue of March 23. This amount is 
more than is carried by al] the other 
Lowell papers combined on any one day. 
The Telegram’ s growth has been so rapid 
that it claims tc have forged far ahead 
of the other papers. 


W. Durr, druggist and optician 
of "Sterling, Kas., sends the Little 
Schoolmaster samples of his four inch 
single column ads which he runs in the 
Bulletin of that town. The ads are 
well written, excellently displayed and 
changed regularly and are therefore just- 
ly considered trade winners. 


One of the most convincing magazine 
ads printed this year is that of the 
Carrara Paint Company, Barberton, 
Ohio, found in the April magazines. It 
is a bit long, but the arguments used 
and references given are excellent, and 
anyone who is interested in painting a 
house will be sure to read it through. 


THe Zenith is a new monthly, pub- 
lished by the Marshall-Wells Hardware 
Co., Duluth, Minn., and devoted to the 
interests of that firm, its customers and 
its home city. The first issue contains 
some fine halftone pictures of scenes in 
Duluth, with interesting information 
about the great Northwest and its trade 
opportunities. 





THE Jewish Daily News, New York 
City, sends out a reat booklet containin 
testimonials from those who have use 
its space, with a certificate of investi- 
gation from the Association of Ameri- 
can Advertisers. The paper is printed 
upon perfecting presses, set by linotype 
machines and claims a daily circulation 
of over 40,000. 


THE number of winter resort adver- 
tisements printed in the New York Times 
during February, 1902, exceeded any 
other New York newspaper, morning or 
—. The New York = Times 
printed during February 791 advertise- 
ments; 2d newspaper, 673; 3d, 456; 


ath, 405; sth, 385; 6th, 223; 7th, 179; 
8th, 177; oth, 112. 
Wick Harnwaway’s Sons, Madison, 


Ohio, publish a small catalogue of their 


“spikenail” advertising novelties, which 
are shoe buttoners, cigar box openers, 
nut picks and crackers, paper knives, 


spoons, knives and forks, each made 
from a large wire nail, Appropriate 
lettering is engraved upon each article 
where it is used for advertising pur- 
poses, 

He gazed for a long time at the 
Omega = picture with its green car- 
pet and wide-eyed boy—and the geese— 
and then he said: “Blowed if I can 
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sce the significance of that picture, un- 
less it means that the oil 1s as green as 
that boy looks.” And then the geese 
cackled—a regular horse laugh cackle. 
And Mike Wineburgh smiled.—The dAd- 
visor. 


Wirtn the number for March, Merck’s 
Report celebrates its tenth birthday and 
sets out upon its second decade. The 
issue has some interesting special matter, 
among which are a list of important 
dates of events connected with pharmacy 
and allied sciences, an outline of the 
field that the journal has covered since 
its first number and some short articles 
written by leading pharmacists upon 
topics suggested by the editor. 





Tue Sierra Railway Company of Cali- 
fornia, whose offices are in San Francis- 
cos; issues a booklet describing its tours 
to the Yosemite Valley in connection 
with the Big Oak Flat stage line. Well 
arranged facts and _ interesting _ half- 
tones of scenes along the way make up 
a convincing brochure, but the cover 
and printing of the whole book mater- 
ially detract from its advertising value. 
A few more dollars for this item would 
have been money well invested. 


Tue March number of Business Prob- 
lems, published at Battle Creek, Mich., 
contains the following sensible remarks 
on prices: “People are interested in the 
price of things. A man never sees a 
good thing with a price tag on it, with- 
out mentally sizing up his pocketbook 
alongside of it. It is a bit of human 
nature. Don’t be afraid of the “other 
fellow’s” finding out about your goods— 
unless you are engaged in a swindling 
operation. If your price is a fair one, 
the more people that know about it, the 
better it will be for you; if your com- 
petitor has an interest in learning your 
prices, he will find out any way.” 


A UNIQUE advertisement has been 
placed in the window of the Lackawanna 
City Ticket Office, at 749 Broad St., 
Newark. A large cardboard sign with a 
hand pointing to a row of articles placed 
just inside the window, announces that 
“The Lackawanna is the direct line to 
the cities here represented.’’ The first ar- 
ticle is a bronze figure of a_ buffalo 
with a small card attached marked $8, 
representing of course the rate to thecity 
of Buffalo. A bottle of ‘Pabst’ beer 
stands next, representing Milwaukee. In 
like manner a picture of Grover Cleve- 
land represents Cleveland, a_ gigantic 
pair of shoes, Chicago, a bottle of An- 
heuser Bush beer, St. Louis, a bag of 
Washburn-Crosby Co.’s flour, Minneap- 
olis, and a small pebble represents Little 
Rock, Arkansas. 


SEVENTY or more advertising men of 
the Twin Cities held a meeting Wednes- 
day evening in the Ryan Frotel, St. 
Paul, for the purpose of forming a 
business and social organization. It 
is proposed to include in this club all 
the advertising men of Minneapolis and 
St. Paul, including those representing 
the daily newspapers, trade papers and 
the advertising representatives of the 
large wholesale and retail firms. Officers 
elected at the initial meeting Wednes- 
day night were as follows: President, 


W. L. ‘Agnew, Great Northern Railroad, 
St. Paul; vice-president, T. E. Andrews. 
Tribune, Minneapolis; secretary, W. L. 
Williams, Hamm Brewing Company, St. 
Paul; treasurer, / Keith, Aetth’s 
Iiome Builder, Minneapolis. The club 
was named the Archimedes and it is 
proposed to hold monthly meetings from 
September to May, alternating between 
the two cities. 

THE primary duty of a newspaper is 
the informing and enlightening of its 
readers by the presentation of full and 
accurate news and by honest and fear- 
less comment thereon. This duty, when 
well and faithfully performed, wins the 
confidence of the reading public and is 
the measure of the influence of the 
newspaper. FT idelity to the public whose 
servant it 15 and a rectitude of purpose 
not te Le swerved by fear or favor or 
selfish interest are the only foundations 
upon which a journal can build a last- 
ing and potent character, and in the 
newspayer world as in private life, it 
is character that counts. Circulation is 
the incident and result of such high 
aims faithfully carried out, and with 
circulation comes business prosperity. 
But the foundaticn of all is character. 
Character attracts and retains the read- 
ers, and the advertiser seeks the readers, 
—Philadelphia North American, 


Tue Little Schoolmaster’s newest off- 
spring is a monthly called the Adssmith, 
pubiished by Chas. S. Smoot, Parkers- 

urg, . Va. “Advertising as a 
Science”’ is its slogan, and the first issue 
contains sixteen pages of interesting mat- 
ter, from which the following excerpt 
is taken: “A neglected advertisement 
is as serious to the business .man of to- 
day as a neglected stock of perishable 
zoods. Stale ads are just about as in- 
digestible as stale groceries, and very 
often the destroying effect of the ad- 
vertising is just as serious as that of 
groceries. People prefer fresh reading 
in advertising and news matter, and 
discuss it with a more satisfied relish 
if it is kept fresh and crisp, just as 
they do with the things they eat. Thou- 
sands and thousands of dollars are 
wasted annually in misfit advertising, the 
sort of advertising that talks at random 
with no direct aim. Advertising that is 
intended to hit something must be aimed 
directly at the object it wants to reach.” 


MAILED AS USUAL, 

Tue C. E. Ertis Company. 
Publishers and Adv’g Representatives. 
The Gentlewoman. Metropolitan and 
Rural Home. Park’s Floral Maga- 
zine. The Paragon Monthly. 
The Home Monthly. 

713 to 718 Temple Court Building, 

New York, March 26, 1902. 
Editor of Printers’ Ink: 

We notice in the editorials of your 
issue of March 26, you state that the 
Paragon Monthly has been excluded 
from the mails. This is not a fact. The 
papers are being mailed as usual. We 
trust that, as you have published the 
other notice, you will also give this one 
space in your valuable publication. 

Very truly yours, 
Tue C. E. Exris Company. 
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THE DRUG JOURNALS. 


Ricuarp H. Lackey. 
Apothecary, 
Lehigh Avenue and Fifth Street. 
PHILADELPHIA, March 25, 1902. 
Editor. of Printers’ INK: 

Will you advise me through the 
columars of your journal of the respec- 
tive circulations of the following drug 
journals: 

Druggists’ Circular, New York, H; 
Merck's Market Report, New York, 
9,288: Pharmaceutical Era, New York, 
G (@@O; American Druggist, New York, 
G: Western Druggist, Chicago, 13,127; 
National Druggist, St. Louis, G (00); 
Bulletin of Pharmacy, Detroit, i2,509. 

A reply as above indicated will great- 
ly oblige, Yours truly, 

Ricuarp H. Lackey. 


The forthcoming new issue of the 
American Newspaper Directory for 
1902, which comes from the press 
about April 16, gives the above papers 
the ratings set against ‘their names. 
Letter ratings are given only to papers 
that will not or do not furnish infor- 
mation upon which an exact and 
definite rating may be based. AG 
rating in the American Newspaper 
Directory means exceeding four thou- 
sand copies, an H rating means exceed- 
ing two thousand two hundred and 
fifty copies. The meaning of the gold 
marks (@@) is explained thus: 


(@@) Advertisers value this paper 
more for the class and quality of its 
circulation than for the mere number of 
copies printed. Among the old chemists 
gold was symbolically represented by 
the sign (©©).—Webster’s Dictionary. 
—[Ep. PRINTERS’ INK. 


aaa ib Rincdnnitaisis 
A REAL ESTATE EDITION. 
Mr. Ayr, Iowa, March 24, 1902. 
Editor of Printers’ Ink: 

Have you ever devoted a special edi- 
tion to the advertising needs of the 
real estate people? 

fou have devoted speeial editions to 
so many lines, that I feel sure you will 


not hesitate to give the real estate 
agent and broker like recognition, 
Strongly tinctured with some _ whole- 


some advice as to method and medium. 

I refer more especially to the rural 
real estate rustler, a number of whom 
are tound in every burg, who deals in 
farm lands, stocks of goods, etc., rather 
than to those well fed gentry who sell 
a front foot for the price of a quarter 
section. 

The fact that we cannot all make 
advertising appropriations of Ostrand- 
eric proportions is sufficient reason that 
we be economicai in the evolution of our 
methods and prudent in the selection of 
our mediums. Trusting that the “‘spe- 
cial” will be forthcoming in the near 
future I am. Yours truly, 


7 


W. K. Curriz. 


PRINTERS’ 





INK. 


A BOUQUET ! . 


FOR THE LITTLE SCHOOLMASTER. 


Jounstone Apv’c Acency, (Inc.), 

Hartford Fire Insurance Building. 

Hartrorp, Conn., March 19, 1902. 
Editor’ of Printers’ INK: 

I take this opportunity to thank the 
Little Schoolmaster for the many valu- 
able lessons in advertising which I have 
learned from the wisely edited pages of 
Printers’ INK. 

It gave me my first inspiration five 
years ago when I was giving sixteen 
hard hours a day in return Z. $13 a 
week. I was ambitious to succeed in 
life, but like many thousands of other 
youths didn’t know how to start. 

unconsciously made a pretty fair 
start one morning when I picked up a 
copy of Printers’ Ink, and I haven't 
stopped yet. 

I looked through the advertising 
columns of the local papers, picked out 
the fellows who didn't have time to 


change copy only about once in ’steen 
weeks and asked them to give me a 
show. 

Some did and more didn’t, but there 


were enough of the former to give me 
a start and with the aid of Printers’ 
Ink I turned out some pretty good copy. 

To-day I have an adveitising business 
which I believe is the largest in New 
England outside of Boston and my earn- 
ings are ten times as grcat as five years 
ago. 

I have read Printers’ Ink faithfully 
for five years and the meaty character of 
its contents never failed to be helpful. 

I might add that Printers’ InK has 
been unusually good to me, having pub- 
lished in its “Ready Made Advertise- 
iment” columns upward of 100 of my 
efforts and in your red book of ‘Ready 
Made Advertisements” I am honored by 
being the author of about sixty. 

Of course one can never tell what 
five years will bring forth, but ‘I have 
often thought that if there had been no 
Little Schoolmaster there might still be 
the sixteen hours a day and the $13 on 
pay day. Yours truly, 

Cuartes T. JOHNSTONE. 
7 

Cavissy & Son, Tottenham Court 
Road, London, use advertising methods 
that are more nearly American than 
those of most English firms. Depen- 
dence is placed upon neat booklets de- 
voted to specific departments. Just now 
they are sending out a lace curtain hro- 
chure filled with handsome woodcuts, a 
booklet setting forth their installment 
plan of selling furniture, a small cata- 
logue of spring and summer suits and a 
booklet of shoe talk with an article upon 
common-sense footgear by W. Gordon- 
Stables, M. D. All are written in a 
terse, bright style and are excellentiy 
printed. 





Classified Advertisements. 


Advertisements under this head tico eee 


without d cents a line. 
handed in one week in advance 
WANTS 


ATES WANTED, classified -ds, 


small cf 
dailies. Send sample. L/‘UBET. Pox 671, N. 


W 4AXTED—General agency for Canada some 
live concern, W. U. TEET. 


ET, Galt, Canada. 





it, Bin cities, to represent an 
rade Len * commission. 
317 ‘Dearborn S Chicago. 


M £ than onan 90 copies < of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
RE you to o Atlantic City this summer t 
A Fd bd it houses or cot s. Ho 
nch room and what price. DECKER, Box 25, 
‘Atlantic City, N.J. 
UMMER location wanted by an osteopathic 
hysician in hotel at health Tent patron- 
ined ne thinking, well-to-do class. CHARLES 
*PARRISH, D. V., W Waynesburg, Pa. 
B50 ‘a TO Bnd finding nding editorial position for 
—— —. ool energetic, suc- 
nd best references. 
ent RANG R, Bit, 78 Chestnut § St, Norwich, Conn. 


W ANTED—Country publishers can learn of a 


ANTED , x 
18 — ofa 





ad ome wa: baa oy eee circulation. No 
ce of any kind for the advice. ress 
AMERICAN LITERARY MAGAZINE, Lancas- 


ter, Pa. 


+1" for 5-line advertisements 4 weeks $10 

in 100 Illinois newspapers ; 100,000 circula- 

on weekly ; as ba estern weekly papers same 

7 Catalogu: application. HICAGO 
NEWSPAPER R UNION, 10 Spruce St., New York. 


OSITION desired to represent, introduce, ad- 
vertise and sell proprietary preparation; 
medicine, food or other specialties in New York, 
= years’ experience, 35 years 0’ ; highest ref- 
rences. Address “‘N. Y.,” care of Printers’ Ink. 


W *aentit to help pevertion a phighly successful 
dentifrice and remedy for loosened teeth 
rtner with capital, or 
article of its kind on 
dress “ DENTIFRICE,” 


inflamed gums, a 

FE sell an interest. 

market to-day. 
care Printers’ Ink. 
postrion in printing or purchasing depart- 

ment wanted by young man la A 
experienced in these Cabacition; understands pa- 
per, type and printing; a close buyer, and knows 


where to place printing mos' antageously 
familiar wi L. ith publishing a and averting bent 
wae Printers’ Ink. 


er nters to save money, time and trou- 
using the McGinty Patent Adjusta- 
( uads or stick 

pins) and the McGinty Newspaper File and Bind- 
er. Save their oo every month. Satisfaction 
Gaaes te for descriptive booklet. 
oGINTY FILER Ga UGE CO., Doylestown, Pa. 


ANVASSER wanted to sell Printers’ InK--a 
journal for advertisers—published weekly 
at five dollarsayear. It teaches the science and 
— of Advertising, and is highly esteemed 
y the most successful adv: aes pe in this coun- 
try and Great Britain. commission al- 
lowed. Address PRINTERS’ INK® No. 10 Spruce 
8t., New York. 


SSTED-Tvery advertisement writer to se- 
a copy of our of ready-made 

advertisements. A_ veritable ae of su; 
tions and catchy phrases. Contains over five 
hundred examples of effective 7 Invaluable 
as a thought stimulator for advertisement writ- 
ers. Sen stpaid on receipt of pr ce, $1. Ad- 
dress GEORGE P. ROWELL & CO., 10 Spruce 8t., 
New York. 


y E!L established type foundry is looking for 

trave'! salesmen, either a made or 
partly made. By the latter we mean at some 
'ractical printer and newspaper A. might 
make a perfect fit in this position. Good charac- 
ter, , energy and sell ability ab- 
solutely essential. If this seems poin you, 


write - tell why, in a way a stranger can un- 
Address “ A. N. W.,” care Printers’ Ink. 
SS 


I WANT the Eastern representation of a good 
daily. To an interested publisher I can fur- 

nish convincing evidence of my ability to get 
EW BUSINESS. 


_~ been in rg Eastern advertising field four- 
teen years. Am personally acquain ed with 
inost OF the leading general vertisers and 
nvents, and can furnish letters of perscnal in 
dorsement from several of them. Ee CIAL,” 
care of Printers’ Ink, 10 Spruce St., N. Y. City. 


PRINTERS’ INK, 


A™ well qualified to act as advertising man- 
F ager for concern doing largely trade paper 
advertisine. er peg nes J and —— jourral 
= nce. ical knowledge of ba r, 
po Lary Haag he: =. _" salary $1,500. “G. 5. 


UPE ee! or managing printer, 

K uae ry. tion: Would take ‘sabordinate 
position rarily Thorough! acta competent in 
all ceed ey - printing and publish: Prefer 
positios with concern run on wet oe economic, 

up-to-date principles. Would ie join parties with 
capital to start such a concern from the founda- 
tion. Estimator and stockbuyer of thorough 
experience. Forty-five years old, but — a back 
number. Appoint interview to arrange 
Address ‘“‘ MANAGER,” care of Printers’ Ink. 


PAPER, 
F you si Gostet Book r,send to us for 
vices. Three full lines in stock. 
Bassett & & SUTPHIN, 45 Beekman St., New York 
ty. 


TO LFT. 


oO Went, $0, & si. $30, at No. 10 ;> St. 
ari respectively 
ROWELL & CO., owners, oe 4 


SUPPLIES. 


WwW D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
jane oh cut inks than any other ink, house in the 


Special prices to cash buyers. 


ELECTROTYPES AND STEREOTYPES. 


Ee Want good on or stereot; cuts. When 
Tg es, order from Bright's “id 
Reliable,” St Tous” Klectrotype Foundry, No 
aii, North Third St., St. Louis, Mo. 











NEWSPAPER BROKER. 


AKE your wants known —to know them is to 

supply them. Original methods of A. H. 

SMITH, Newspaper Broker, Earlville, [ll., please 
buyers and sellers. Reliability, discretion 


————+o+—_— 
LINOTYPE AND STEREOTYPE METAL. 
I MANUFACTURE the best linotype, stereotype 
and electrotype metals in the world. Get my 


rices oan orderin, Gut-of-town orders so- 
cited. I. SHONBERG, 174 Hudson 8t., N. ¥. 


-——_——+o> 


ADDRESSES SSES FOR SALE. 
120, 000 ORIGINAL I letters from agents 
and mail-order buyers. Received 
ey to $40.000 worth of vag . 
KEMP 1 





r PR ., cash with order. 

$ kast 23d St., New York. 
patient Aster 

BUSINESS OPPORTUNITIES. 


I NCREASE income e without loss of time, ayn 
aoa a Br reoy ,»or neg! 


lect of 
ae king Ip co connection with t 
CiaL NQUIK 8t., N. v Sous 
ter where lovated. Pest os and sample copy 


on application. 
STOCK CUTS. 


ROOFS of stock cuts if 
letterhead STANDAR 


‘ou_write on business 
ENG. CO., New York. 


" took an order with deposit for about 100 
2x2} half-tones from a coll university 
oe... They have never been called for. Paper 
suspended. Will sell these cuts for best offer 
STAND. RD, 61 Ann 8t., New York. 


—+o>—— 
NEWSPAPER PUBLISHERS. 


OLORED MAGAZINES, cartoons, ete., may be 

/ quickly and economically produced by my 
method of making plates for same. ne man 
can turn out from a black key plate, three culor 
plates, which will combine and print seven colors 
in five hours at a material cost of less than sixt 
cenrs. Equipment and instruction, $160, J. i. 
SWAIN, P. O, Box 733, Pittsburg, Pa. 
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; PRINTERS’ INK. 


ORIGINAL DESIGNS. 
( ae designs for c»talogue overn, Dette eter. 
and 


ing. Specially designed ponies paeanen Iver 
KNOXVILLE ENGRAVING CO. , Knoxville, Tem... 





——— 
MEN’S HATS. 


1 TRY A DANBURY HAT. 
We will duplicate in style, quality, 


workman- 
ship and finish for $2 any a sold by retail 
stores in New Rea City. NBURY HAT CO., 
22 Desbrosses St. and 262 W. 125th St., New York. 





+>>—__—_— 
NAMES FOR } FOR SALE, 
NAns 8 of 2,000 Philadelphi hiars for ¥, FRED'K 
BERHA South Fourth 8t., 
P hiladelplie Pa 
40 HEADs a families on rural mail routes ; 
75 cents; revised each week; never before 
offered for sale. Lcck Box F, Kanawha, Iowa. 


———4>——— 
PRESS CLIPPINGS. 

| Of 2 gy PRESS ag Ee BUREAU, 
Salle Chi 


53 La ippi to or- 
der onany subject yw mall Emerican 
newspapers, 

N ANHATTAN rRae Clare. BUREAU, 

Arthur Cassot, Prop..2 W: 4th st. New 
York. Clippings of ail advs. an Aened of inter- 
est to the trade. 





—_—_<o+—__—_ 
MISCFELLANEOUS. 


pos WHISKY, our Kentucky distillation, 
direct or distiller to consumer. Twelve 
rant old. lon. Inclose money order to 
POYNTZ BHO -» Distillers, Maysville, Ky. 


P¥inevery b and dest sel rr. novelty ; ; ym 
n ev 





MisWORTH 801 SUPPLY O.. CO., Elisworth, Kansas. 


AE advertiser has facilities for furnishin 
information of all surts obtainable from the 
Governmental Departments, and the service is 
rendered fora moderate ent Washing Addr es 
rN V. LEWIS, 729 E: h 8t., W: D.C. 


7 OUR NOSE IS A FILTER, cmuneagines millions 
of bacteria from _ air every day. Isn't 

it advisable to cleanse t iter, least night 
and morning, with P1- NELCO an elegant alkaline 
antiseptic solution, leaving the membranes rc- 
fresh ya ing of vere © der wd 
from pine needle oil and balsam twigs! Don't try 
it if you can’t invest 50cents at your druggist’s 


OTEL REGISTERS TO ORDFR—Every year 

1895, we have made thousands of Keg- 

isters for hotels in every State in —— Union. The 

ao peoy ows ——s ewe do 

iit as Ww 1 = 3 a beoks for 
$1.50 to $2.75. e i Ay orders. Write for 

sample sheet and full cy a ape Wealso print 


Statione: eds very low 
” J. SCHIND! IND! warren, Pa. 


BRAND NEW BABY ha has come to town. It 
was born i bury. Conn., and the 
pon DRUG CO. acknowledges it. The 
paration is ed PI-NE-CO, and is an 
Alkaline antiseptic. uti'i the exudate from 
pine needles and balsam twigs as a curative 
cleanser in catarrhal inflammation of the nose 
and throat. It is pleasant, soothing, wrens 
non-poisonous, and owes its sudden po larity 
8 — merit. At your druggist’s, Fo cents 
léoz. size 


HYSICAL CULTURE FOR Beals taameamae 
Brain Energy vs. Brain F: 

My system of physical culture tonthes how to 
train the nerves to perform the strain that it 
daily puts upon them. 

ja and that tired 


nerv » 
feeling. 


omy “not build up knotty muscles at the ex- 
pense of the nervous m. 














lt makes the blood inede, the nerves strong 
and steady, the clear and active, the 
muscles 


pore erful. 
= builds children a tantly into brainy 
“ 3 let der f ‘the * skin: 
y pamphle ‘or t y 
PROF FESSOR HENRY U LLRICH, 
Suite 4a * Masonic Temple. Chicago. 
Reference, Western State Bank, Chicago. 
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ELECTROTYPES. 
E give special attention. re waking ood 
electroty pes for a ut- 
of-town work done care! ne care yas —- %, Pre BRECK 
ELE CTROTYPE CO., i} andewater St., N. Y. 





COIN CARDS. 


ING COIN MAILERS, Beverly, Mass. Sam- 
ae free. $1.60 per Min large lots. 


83 1,000. Less for more; any printiag. 
THE 


GOIN pee acta Detroit, Mich. 


PREMIUMS. 


ELIABLE goods are s are trade builders Thou 
sands of su; ve premiums suitable for 
ublishers and others from the foremost =, 
ae ane and a — in oe ue 
kindred rim eee} = 
free. 8. F. MY ERS’ co. ta Maiden Lane, N.Y. 


++. 
PRINTERS’ MATERIAL. 


comes M ACHINERY, new and rebuilt, 
4 terial, new and second 
Type, ow only, at Toundey prices and dis 


uality Peas e price. 
rom a cylinder to a bodkin furnished. 
CONNER, FENDLER & CO, N, Y. City. 











a 
HALF-TONES. 


ro for best 1-col. copper copper half-tone you can 
get, POSTPAID. IL CUT CO., PITLLA, 


Cc.— sey r single | column _half-tones, 
KNOXVILI E ENG. CO ENG. CO., Knoxville, Tenn. 
pesssor 7 r half-tones, |-col.. 


oppet $1; large 
THE YOUNGSTOWN ARC ED EN: 
GRAvVI G CO, Youngstown. Ohic. 
H4ifo F- a for your hotel booklet cost less 
red from the sngraver: aa Bo t 
us give 


n estimate. Then compare 
THE ANDARD ENGRAVING CO., 61 ‘Ann pi ~~ 


New York. 





Most men will chase 
a five-cent expense 
item through from the 
head bookkeeper to the, 
newest and most irri- 
tating office boy.’ 


And all the while his ads in the trade paper 
need new copy more than the rubber plait 
needs water. i 

Trade paper space is valuable. Don’t de- 
spise it because it costs little. It goes right 
before the eyes of thousands of people who 
ought to buy your goods and more of them, I' 
is a lever waiting to be used. It is a good 
machine standing idle. It is a salesman that 
isn’t working. 

Your trade paper space can be made so 
bright and interesting that you will get positive, 
direct returns from it. 

How many answers has it brought ina year? 

How long since you heard from it at all? 

How would you like to have some snap and 
profit put into it? 

Give me the facts and your ideas—I’ll : 72 
to the details—subject always to your O. K 


CHARLES AUSTIN BATES 


VANDERBILT ButtpinGc, New Yorx 














EXCHANGE. 
LL trade he space in pace in successful mail order 
est. 1895, pages monthly, 
11,000 circ. ge orintin - Only one offer ascepted. 
Cénfident! ANFORD CO.,8ta. C, Omaha,Neb. 


XCHANGE what you don’t want for some- 

thing you do. [f you have mail order names, 
stock cuts or something similar, and want to ex- 
change them for others, put an advertisement in 
Printers’ INK. There are probably many per- 
the —— of this paper with whom 
-you can effect a y and advantageous ex- 
change. The price for such advertisements is 
25 cents per line each insertion. Send along your 
advertisement. 


ILLUSTRATORS AND ILL| STRATIONS. 


. }, SENIOR & CO., Wood I‘ngravers, 10 Spruce 
.» New York. Service goodand prompt. 


E gabe illustrations for hotel booklets, 
pectus, etc. THE STANDAKD EN- 
Gravina G CO., 6i Ann St., New York. 


(yon lustrated ads bring best results. THE 
ART LEAGUE, New York, make the best. 
Explain business and wishes wishes for particulars. 


7; largest and m most varied collection of line 

and half-tone ‘ilustrations for advertising 
and other purposes in ae oo Id. A beautiful 
Picture its (refunded). 


SPATULA OBLISaING CO., Boston. 





i. 
ADVERTISING NOVELTIES, 


Pivot Ad parpoee of inviting announcements 
ng Novelties likely to benefit 
vertising Now rtiser, 4 lines will be in- 

= | under this head once for one dollar. 


M42 FROM SPIKE NATLS—Knives, forks, 
ne, ee gga for resorts, expo- 








—, . “advertisers ple: Pan-Am. 
oe Booklet for Task WICK 
HAWAY'S ONCERN, Box 100, M ison, oO. 


RUN three live ads in two weekly papese and 
want some novelty of general utility that 
could be pate ed about each time. Suggestions 


RI CHADSOX, FISHMONGER & FRUITERER, 


Ashford, Kent, Kngla: 
ee 
UST PUBLISH 
AN ANALYSIS OF T 
ODERN ADVERTISEMENT 
’ AND OF ITS aig reg 
antes & an examination of the gaily, wee ily, 
trade, religious, boi eens and agricultural pu' 


lications and month 


ly magazines, for advortising 
dress 


for 50 cents. 
OHN MANNING, 
240 Weet 123d St., New York. 


T THE TRADE-MARK MANUAL. 

THE SOAP Ba2aND RECORD AND TRADE MARK 
Manvat is the only business =aee book on Trade- 
marks. It covers specifically the secund greatest 
Trade-mark field, viz., the soapindustry. In its 
clear and all-embracing discussi: 

ms 





ussion of the law and 
< ys it appeals to every ad- 
titive ene: $5 yea 
aid. CHAS. 8. BE RRIMAN, Soap GAZETTE AND 
"ERFUMER, 108 Fulto n Street, New’ York. 


AKING Pw COUNTRY NEWSPAPER—Text- 
book for newspaper makers. Worth its 
weight in gold in in practical instruction. es 
trea’ , field, plant, Behe news, hi 
ings, circulation, ‘advert ising, da law ; wee to 
make a newsierand better paying Pap r; how to 
get news, advertising, circulation. » book like 
Saves time, lessens worry, Cerne money. In- 
dorsed by + i Fae bow men. Bound in 
oo. $1 Ln ae MINION COMPANY, 


REx: -MADE a Messrs. 
Geo. P. Rowell & Co., 10 Spruce St., New 
York, send the Caveat a handsome page book 
entitled “Ready-Made Advertisements.” The 
book contains, besides other valuable informa- 
m, examples and styles of advertising for al- 
every business. For merchants and others 
e! advertisements. this little 
‘work . it be found ae The price is only 
one dollar. -Caxton 


The book will be sent to to address upon re- 
rr) ot “ » 
Ne al Soler. 53 BT atte & CO., 10 
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SPECIAL EDI1 EDITIONS. 
7 E will send while they ile they last a copy ot a cork 
justrated. 


Eso e that we 
THE ST. STANDARD EN ., 61 Ann St., N.Y. 


~~ ADDRESSES. 


DDRESSES of bona fide residents and tax- 
payers of Salt Lake ee and oon Building a 
Information Bureau, City and Coun’ 
“ REFERENCES,” "Salt lake City, Ute le 








+o 
NEWSPAPER METALS. 


LATCHFORD METALS have been before the 
public nearly a half century. Merit has 

kept them. there. Stereotype, elec’ lectrotype an and 

one metals. Write for new booklet, ** Metal 
. . W. BLATC RD & CO., 


i 54-70 A. 
Clinton st, Chicago. “A Tower of Strength.” 


BUSINESS CH. CHANCES. 


MA or hen oy of f literary | ability with mentor. 

ate capital to e entire or haif interest 
and aan of original, artistic and — 
date magazine konees ed 5 —_— Great op- 
portunity for right party. ness pre- 
vents owner’s proper Sitektion. ‘Address “FP. 
care Printers’ Ink. 


—_+o+____ 
ILLUSTRATED POSTAL CARDS. 


[0ST ATED postal cards can be made an 
excellent advertisement by the en rising 
hotel man. mples les, pricesand information fur- 
nished. Biate in letter or inquiry if you have a 
aood view of hotel or surroun Best —_ 
heapest advertising ever thought of. (No 


als answer). STAN aD, 61 Ann 8t., New oo. 





ADVERTISING CUTS. 


Aaa < CUTS—15 cents each. Only 
for Dry Goods, ea, Clothing and 
Shoe merchants. Our catalogue is sent free. a 
contains only new and strict oa to-date cu’ 
Over a thousand cuts in — logue to x. 4 
from. Get this catalogue a’ 

E TROTYPE 


EC 
19 Park ody Rw York. 





ee 
MAIL ORDER BUSINESS. 
 - Box 1990, New York, writes M. O. ads. 


MITH, Box 1990, New York, will outline a mail 
order scheme for you and tell you how to 
handle replies. 


HE most important ant things to know in starting 
a mail-order business are, what papers pay 
and how to handle replies. For vice, write 
SMITH, , 4 1990, New York. 


poses are being mad made advertising, and 
selling goods by mail; be your own em- 
ployer ; wart anywhere. on any amount of money 
age ok ape Tom $20 to $2,000 weekly 1s made 
yy others; our brochure gives valuable informa- 
tion ; sent ‘tree for a stam 


SAWYER PUB. CO., 
525 Temple Court, New York ity. 
oo __-__—_ 
MAILING MACHINES. . 
J. HE DICK MATCHLESS MA wae lightest 
iy uickest. Price Ca yPyae i ENTINGS 
Mfr., 178 Vermont 8t., Buffal oN ¥. 


N°? type used in the Wallace & Co. add 
machine. A saving of from 50 to 75 
cent over all e mocnine does the 
work of forty expert penmen daily. Mail 
addressed in fac- simile typewriting di on 
—_ pers, envelopes, étc., ai 

e — of 100 

any sc ed addr ressing machines to 

appess ar in the market, but a machine is the 
sim; — 

one now in operation try. Pate 3 lan blishers 

thsonchout the count amie rx. Butter- 
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ADDRESSING MACHINES. 


YERS BROS.’ Label-Pasti ddressing Ma- 
I chine, $10. P. 0. Box 449° Puliadelphia 


D. BELKNAP’S New Ro’ Addressi. Ma- 

e chine, in relation to other methods or 

machines. occupies the same an ~ in the field 

f addressing and mailing facilities as the latest 

web printing press ors to the old Ben Franklin. 

Send for booklet. D. BELKNAP, 290 Broad- 
way, New York, 








aaa 
PRINTERS, 


} 4 NOTEHKADS, $4. Good pay 
5,000 rinting, Send copy and fy tash Sei 
order. JO FA CETT, Printer, Delphi, Ind. 


i We" do are not aeenee where you are, t 
x. I 4 f book and newspaper 
rinting: pro y and satisfactorily. N 
mt  vandewater St., New York. 


ry 000 NOTENEADES ¢ statements or type- 

us letter-heads neatly printed, 
$1 150 ; Good stock and goo work. 
Raled work * Gy famples free. Rc MCGRE- 
GOR, Princeton, Ky. 


SMALL SPACE WELL USED. 


How often you hear somebody say : “ Now 
there's a small space well used. It stands right 
out of the pape’ 

The bold ty 


hical arrangement caught 
the eye and made t small ad stand out more 
prominently than one twice its size, but not 80 
well display 
One of the things we particularly 
selves on, is this ability for cetsine? 
ments that are to be seen, no matter what 
position they occupy in the r. Your local 
Sag’ probably has not the equipment for doing 
his that we have, probably he doesn’t know 
how as well as we do. 
too, if you like. 


We furnish ‘one of Ui 
This is only one of — we do for advertis- 
rit booklets, circu- 


ers—the prin a 
lars are some of Ry other t 
We make them stand out of t D - crowd too. 
PRINTERS’ INK P. 
10 ot rata oo New York. 


pride our- 
advertise- 





FOR ‘SA LE. 


AME suitable for premium use. 
forsale. Box , Dwight, I. 


ABCOCK Seven . Column Quarto Dispatch 
Newspaper Press, one or two feeders ; good 
order. Cheap, part cash. WHITE, 17 Rose 8t., N.Y. 


ORSALE—$100 share of stock in medicine com- 
pany payable $2. $3.33 per month, pays 6 per 
cent dividend for last 4 years, expects to pay 10. 
in a town. Stockholder is — 
sentative of comparty in that city, taking c 
of business of company. CARTER’S SMART 
WEED CoO., Erie, Pa. 


OTEL FOR SALE—Leading hotel in Iowa 
town of two thousand, ineas, 3 bi rooms. 
Located near center of business, 34 blocks from 
R. R. cation. House, turniture, t! lots. 
warehouse and new barn, all for ‘36.500 f sold 
soon. A money-maker for hotel man. Investi- 


gate. Address 
W. K. CURRIE, Mt. Ayr, Iowa. 


} gts issue of PRINTERS’ INK is religiously 


Plates, etc., 


buy a 
or ink, the thi 
to do is toannounce your esire in a@ classifi 
advertisement in ’ INK. cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8t., New York 


OR a tee es Printing Machine 
F a Scott Press, with Potte: ~ AL fold. 
er, pris ae bP counts four or ‘he eet ep 
= it po Fy #4 inches long; can ortened ; 
nts gH = 52 inches wide. Stereotyping 
Oe. omens & is Rocmenes and in 
r, inelw mould forms, 


ri 
inches between uprights ; square platen 33x37 
—— circular revolving tab , 28 teahes in di- 


unds. CARLIN MA- 
CHINERY WA ‘SUPPL. CO., Lacock and San- 
dusky Sts., Allegheny, Pa. 
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FOLLOW-UP SYSTEMS. 


RINTED matter tellin, $ about them free. 
THE SHAW-WALKE ., Muskegon, Mich. 


ae tis 
ADDRESSES FOR SALE, 


Ts names of over 3,400 physicians, with of 

fice hours, college and year of graduation, 
and otwent address, properly c fied under 
heads of “ Regular” and “ Homeopathic,” mak. - 
ing a aiuabie list for circu and an inval- 
uable book of information for the 
drug trade and others. The 1902 edition of the 
~ Peers Recter and a ag ot Phila- 
adelphia ” (inclu nearby ns, and 
Camden, ky Atlantic City, me 3 ) is now 
ready for deliv The book also contains a 
complete street “list of physicians, n 
sopeene e according to house numbers, ing it 

uable for the use of detail men. The hospitals 

(with their = staffs), —_ physicians, health 
office rs, ete.,are also given in detail. Reliable, 
pee ye and up ton ‘date. Th == 
made thoroug: sy men, 
and concluded ied February a beok of 
about 125 by 7 inches. Edition limited. 
Price one Nie lar only pompane . New and fresh. 
A permetnsly geet ela weeks aie (Areg- 
ular address house woul charge you 
five dollars per tho’ 
1879), Directory Publishers, Moorestown (Do not 
confound address. Moorestown, not KAN | ™ 
is a New Jersey suburb of Philadelphia), 1 5 
lington Co., New Jersey. 


ee cos 
ADVERTISING MEDIA, 


I ARDWARE DEALERS’ MAgASES. 
Sample copy 10 cents, New York City. 


40% WORDS, 5 times, 2% cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 7,800, 


AYONNE (N. J.) HERALD, lea per in 
Fo of 35,000 population.’ Adv rates 
reasona 
EACH the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashvilie, 


Tenn. Only 10c. a line. 


A*™% person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


rT HE IDEAL HOME BAGASINE, 6,500 circula- 
tion at 5c. line, 60c. inc h, $8 page. Room 
2,230 Park Row Building. N. Y 


LACE your advs in Capac ‘NEWS. Meotigs- 
dise and medicine taken in exchange for 
space. THE NEWS, Capac, Mich. e 


‘\IRCULATION sg on ~~ unconditionall 
proven. Rate 40c. UP TO 70 Date 
FARM ING AND GARDi:NINGs | indianapolis, In 


ROFITABLE PUBLICITY, Stewartsto “7 
wants sub’s 25c. y. Adv’s 5e. line. 
work 25c. to 50c. thousand. Pub. send for our adv. 
TT pas rless advertising medium, UP TO 
DATE F. 


ARMING AND GARDENING, Indian- 
pole, ini al mets 40c. a line. Send for copy 
5 j 





UP TO DATE FARMING AND GARDENING, 
Lb em en Ind., has the largest circula- 
tion of any agricultu tural paper west of Ohio, and 
we furnish the proof. 


PER CENT of sales is what it cost a mapntest- 
urer of agricultural implements to ad 
in UP TO DATE FARMING AND G GARDENING, 
Indianapolis, Ind. 100,000 proven ; 40c. a line. 


y ee erapeene, © D a9 W. 5,100. 
ae year. Stro’ 
LA te wind BA! dud MAX Ld it. ey epreventatives, 
ew York City. 
Onz LY 50c. Wi insertion in entire 
list of 1 pooeuees papers, | located mostly in 
New York, 


UNION PRINTING 00°15 Vandewater BONY. 
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est will bring sample copy, 

A TRDVERTIBERS) 8 GUIDE, New Market, N. J. 

HURCH PRESS ASSOCIATION MAGAZINES 

—35, circulation. Lae age raed aed —- 

m. different church journal: der 

one map: ent, peed by THE CHURCH 
PRESS ASSOCIATION, 200 So. 10th St., Phila. 


K® WEST, Florida. Read and advertise in 
the Key West AUVERTISER, the only news- 
ay Sie eon in the most ‘southern point 
n the U tstablished 11 yeare; : eae 
Only 90 miles from Havana, Cuba. Ball Mar. 


Oe et TO LATE—THE REcorD, the aa and 
t stock journal of the 20th century. 
‘Three years ears from January, , to Jenuary, 1905, 
for 50 cents, Send atonce. An ouporenal’y ofa 
lifetime. R. J. FINLEY, Ed., Box 886, ste pa Mo. 


PROELE who want to reach Western readers 
with their business should patna: Ay the Bill- 
i (Mont ) TIMES. 1t has the best rinted cir- 


MORRIS, Proprietor. 


HE ATCHISON GLOBE, eight s, is 25 
cents a year (weekly edition). It hasa ~y 
idly Goring Cre ae oo peupie like 
The LOBE widel ‘AS uoted. The 
Topeka State _ fs says it is the “ best news- 
paver in we_know of.” ‘Address THE 
LOBE, Atchison, Kansas. 


QUETEpoeerE OF THE “ ADVERTISERS’ 


culation, and as size of column and ty upe nape 
varies greatly," we haveplaced at the end of the 
line the cost per thousand circulation of one 
square inch of wer advertising matter. 


Per M. per 

White's Sa: 3 5 wer P00 ites rw 

v "s vines “ ue J y 
Printers’ Ink ( on 13.000 = .31.5 
Schemer (13 ems _ 1.20 2.083 .26.3 
Mail Order Journal (13 ems) 4.90 10,000 .22.6 
Advertisers’ ie ty ems) 1.20 5,000 .128 

It will be see oN nena who attempts to 
use any other hn. ae ides the GUIDE has to 


pay 
two to three times its rate, and as we shall show 
later, for an inferior circulation. ‘or papers not 
on the above list, which do not state their circu- 
lation, the rate ran from three to one hun- 
dred times the Guie’s rate. 
that they are worth more, or that cash adver- 
pan: can afford more, but that their I pageos is 
inly used for exchange purposes, and the pub- 
lisher puts _—_ price on bis space in order to 
make The advertiser = cash cap 
hardly afford such fancy rates, no e large 
e competition of those who get ti their adver- 
tising free in exchange. If there is any profit in 
his coneme. the rates will take it all from him. 
ey the publisher of the paper competes 
eh ‘him in the genera) field, using the space 
which segs free in exchange’ to advertise nov- 
a medicines, ete. 

Another important fact 1s that, with the ex- 
ception of some Se weektyr newsxathering — in 
New York, all advertising papers except the 
GUIDE are impractic ote — ilations of | idle Loge 
ies and visionary &= , and appeal only to 


read them do so meee investigating 
about and so little p t the aeaain do 
ps —. — e a of answering them. Few 
ns. In one the price is so 
pro rohibitive that it has but few subscribers, the 
he circulation being given away to a 
} ES, audience which never spends ged of 
its own, except for an occasional postal card. 
pe ee gets rid of an enormous circulation by 
duplication, one former subscriber ge y Ben 
many as eight copies in one month, and at least 
four coptes every mon 
In the Gurpe, on the other hand, nothing ~ 
ap 


nm the country, and every word is 
read by them. It has more cash-paid subscribers 
than any other paper on general advertising. 
It reaches twice as many general advertisers as 
fot a line of space in it is 
and uo one gets it lo 


any other = ' r. 
sola excent for cash, 





ADVERTISEMENT CONSTRUCTORS, 
written for your busin $i. M. D. 
5 WEITER, Nashville, Tenn, i 
A BOBIBALD B. HORNE, 
dvertising Literature for Hotels, ete. 
OOD mail-order ad written, 10c. Circulars 
and letters. M.H.GANSER, "Norristown, Pa. 
DWIN 8. KAKNs, writer and promoter of 
profitable advertising, A 571 E. 43d St., Chi- 





cago. 


QMITH, Box 1990, New York, will outline a mail- 
S order scheme for you aud tell you how tu 
handle replies. 


Dp? t tra write your own ads? $2.50a month or 
will secure the assistance of a nomane. 
tent adwriter, who is a 
rinter. Investigate. 
Iton, N. Y. 


B*i5 up your trade with not ona 8 ads. 
They catch and hold attenti 
No worn-out schemes or <a fads, 
But pithy, pointed mention 
FRANK LOUIS BRACE, 11 W. 106th St., 


RCHIBALD .HORNE 
isa specialist in Hotel and yond Resort 
Advertising. ‘end $2 for four strong, guest- 
bringing advertisements. rite, ‘stating your 
case, and advice will be freely given. 
Station “W, “> Brooklyn, N. L Se 


FE. SCHOOL OF ADVERTISING—There is no 

e other profession that pays so wellas adver- 
ising. Our method of teac! ae mail is dis- 
and our 


Fe duate salesman an 
ALTER J. DRAPER. 


N. ¥. 








= are lower those o 
particulars w rite to NEW ENGLAND SCHOOL OF 
ADVERTISING, Middleboro, Mass. 


D CONSTRUCTORS will will find our hosts of 
ready-made advertisements of 
ae = the reparation of advertisements, The 
ns over five hun specimens of 
aan advertising. any one of ween may 
an idea for your ad when you get stalled. nt 
rose on receipt 0’ oS price, & . Address GEO. 
WELL & CO., 10 10 Spruce it., New York. 
Ae RITERS and designers should use this 
column to increase their business. The 
+ po is ony 2% cents a line, being the cheapest 
of any medium published, considering circula- 
tion and influence. A number of the most suc- 
1 adwriters have won fame and fortune 
through persistent use of this column. They 
began small and kept at it. You may do like- 
wise. Address orders, FRINTERS’ INK 


10 Spruce 
8t., New York a . 
oveat en ENTS, 
— 
cl ROULS 
—— on + ee 
Know 
Somet 


about 
Summer Hotel advertising. 
WM. WARREN LYON, 
37 Weybosset St., Previeenen RL 


Ss. A titled English riady, red juced to abject 
ught a livelihood by 


bd ish, was heard to murmur softly, “spratel 
and then, in a still lower tone, ata I 
hope no one heard me.” Histo arth ral to 
whether or not the sprat taduetey so advertised 
but that can rep! with acoronet, 


m perfect 
Rirections) aes e 
this gentle fish wife in the presumable advertis- 
ing of their wares. Are you, ores as you read 
this, bidding for a widespcoad public recognition 
in “ decorous and entirely futile whisper—are 
you 

1 1RITHEE PONDER THIS. 

Her ladyship need not have screamed to make 
a pronounced success of her “ calling oo She only 
nected a neseenay more attractive voice than 

e rivals—and better fish, of course. 
Sart) — ee: is Smsoral, and it is not buried so 


very, very 
Iget up Commercial Literature of all kinds for 
ose who would cry “ Sprats” audib! 


Where di sta nd in thi 
ore ere emo 
No. 9 402 Sansom 8t., 
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GERHARD MENNEN GHEMIGAL 60. 


MENNEN’S BORATED TALCUM POWDER, 
MENNEN’S BOROFOAM TOOTH POWDER, 
MENNEN'’S SURE CORN KILLER, 
OR. WARD'S CORN SALVE. 


42-44-46 ORANGE STREET, e 


























j 
| 
Ee 
; Newark,N.J. Nov. 26th.'01, 
| Mr. Barron G, collier, Mgr. 
} Memphis, 
Tenn. 

? Dear Sir;- 

Tn reply to your request would say, that we have used your 
! Care throughout the South for years. 
| , We consider they cover the field thoroughly and well, 
end this is why we do not use daily papers and other local mediums, 

The results in a business way have been gratifying in the 
extreme, and the contract for five(5) years whioh we have just civen you 
evidences our purpese to stand by your service for that seotion of the 
country right along. 

i Yours very truly, 
GERHARD MENNEN CHEMICAL CO, 


_G Hierro, 


Pres't. 











“CAR ADVERTISING THE STANDARD OF PUBLICITY ” 





Consolidated Railway Advertising Co. 


Pe 


Controls the South 
in Railway Advertising. 





114 FIFTH AVENUE, NEW YORK. 
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THE EVERGREEN 











Washington as a State is only twelve years old. It h 
period in his development. It stands on the threshold, a gr 
If its future may be foretold by its record of a splendid pasty: 
by a combination of resources and advantages unequaled} 
population of 518,013, and stands seventh in gain. The ave 
showing the Evergreen State’s commercial status : 


Wheat crop, 1901, 30,000,000 bushels; value, $16,500) 
Coal mined, 2,800,000 tons; $9,800,000. 
Lumber cut, 950,000,000 feet. 

Shingle cut, 5,000,000,000; $7,500,000. 

Lumber and shingle output for 1901, $16,000,000. 











stantial business blocks, large factories, broad avenues, / 
delightful parks, fine libraries, numerous churches and 
excellent schools. The urban center of the Pacific, where }} 
culture and commerce meet. Population, 50,000. : 
What they do in Tacoma: 
Jobbing trade for 1901, $16,796,000; increase, 
$1,465,033. 
Manufactured output, $16,957,600; increase, 
$1,172,100. 
Factories, 279; capital stock, $10,217,000. 
Factory employees, 6,467; monthly payroll, 
$338,075. 
Flour exports, foreign, 813,455 bbls.; increase, 
117,751 bbls. 
Wheat shipments, foreign, 10,427,601 bushels. 
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E—WASHINGTON 


ge which in man is looked upon as the most important 
, alert and ready to stride forward into sound maturity. 

awaits the wonderful commonwealth, which is favored 
te. -According to the twelfth Federal census, it has a 
people to the square mile is 7.7. Here are a few facts 








hmber shipped foreign, 200,000,000 feet. 
bastwise lumber shipment, 200,000,000 feet. 
landing timber in the State, 114,778,000,0co. 
nds assessed, 16,209,382 acres at $78,606,948. 
brthern Pacific Land Sales, 1,129,842 acres. 
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THE TACOMA DAILY LEDGER 


The Ledger is the only morning paper—a member of 
Associated Press, and prints the full report daily. It 
easily the leading paper of Southwestern Washington. 
paper in this field has as large a circulation, has the 
stige, is so thoroughly a home paper and accorded 
h liberal patronage as the Tacoma Ledger. 





The average daily circulation for the six months 
jing December 31, 1901, was 9,294 copies. 
The average Sunday circulation for the same period 
12,215 copies. 

The average Weekly circulation for the year ending 
ember 31 was 5,687 copies. 


Write for advertising rates and sample copies. 
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A JOURNAL FOR ADVERTISERS. 
(@ Issued — Vein nesday. Ten cents a 
co] Subscri, rice, five dollars a Sree 
in advance. “o "sa hundred, No 


jumbers, 
Beig printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies tor ere: a r ve at the same rate. 


Subscsine for PRINT- 
ERs’ Ink for the Sonent Fy adv; mropemmay. on 


application, obtain special co: ntial terms. 
RB «fe any person who has »0t paid for it is re- 
ved in kis meane.- veey paper ie stopped 
name, very paper PI 
at the mame of the — 4 W for. 
Classified ad ivertisements OD ‘cents a line: six 
words to the li 


measure; lsplay & cents 
Seah teen ened aen el a Sea 
ion twenty-five per cen on: grant- 

; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 


NEW YORK, APRIL 2, 1902. 


UNLEss it is wisely spent the ad- 
vertising appropriation is a sum of 
money appropriated by worthless 
mediums. 











THE newest thing in the maga- 
zine world is a five-cent monthly 
called the Multitude, published at 
128 East Twenty- eighth street, 
New York. It is socialistic in 
tendency, and proposes to have 
1,000 editors by letting its readers 
print opinions ad libitum, hence 
its name. 


Many New York hotels make a 
practice of distributing printed 
menus of the mid-day lunch 
through office buildings in their 
vicinity. These menus, dropped 
into letter boxes at ten o'clock, un- 
doubtedly bring a good share of 
business, and cost very little for 
printing and distribution. 


Tue Anco Special, issued by 
Austin, Nichols & Co., New York, 
is very nearly perfect as a peri- 
odical for circvlation among re- 
tailers. The cover of the March 
number is a reproduction of the 
label used upon the firm’s “Repub- 
lic” brand of canned goods, and the 
issue contains excellent pictures, 
some unique testimonials, a con- 
vincing talk upon the advantages 
of buying canned goods for future 
delivery and much other matter 
of a thoroughly attractive sort. 
Moreover, it is all business, and 
the retailer who reads it for its 
cvrious and humorous matter will 
form strong convictions about the 
products of Austin, Nichols & Co. 


PRINTERS’ INK. 


Be the ad ever so crowded there 
is always room for just one more 
thing—and that’s improvement. 


From the passenger department 
of the Pennsylvania Railroad 
comes a handsomely printed book- 
let containing the itinerary of 
Prince Henry's travels in the 
United States, with a programme 
of his visit, a list of his party, a 
table of distances traveled and a 
short description of the country 
through which he passed. More 
than one-fourth of the entire dis- 
tance covered by his Royal High- 
ness, 4,500 miles, lay over the 
Pennsylvania’s lines, and the party 
was accompanied by Mr. George 
W. Boyd, assistant general pas- 
senger agent of the road. The 
booklet’s covers are decorated with 
the Prussian coat-of-arms and the 
American and German flags, heav- 
ily embossed. It also contains a 
fine map, a portrait and many 
beautiful halftones, and makes an 
excellent souvenir of the notable 
event. Allen, Lane & Scott, Phil- 
adelphia, are to be commended for 
the printing. 


“THe World’s Sugar Production 


and Consumption, 1800—1900,” is 
the title of a monograph just is- 
sued by the Treasury Bureau of 
Statistics. It discusses the sugar 
production and consumption of the 
world during the past century and 
especially during the last half cen- 
tury in which the burden: of sugar 
production has beén transferred 
from cane to the sugar beet, and in 
which the world has so largely in- 
creased its consumption of sugar. 
The world’s sugar production has 
grown from 1,150,000 tons in 1840 
to 8,800,000 tons in 1900. During 
the same period the world’s popu- 
lation has grown, according to the 
best: estimates, from 950,000,000 to 
about 1,500,000,000. Thus, sugar 
production has increased about 650 
per cent while population was in- 
creasing but about 50 per cent. 
Coming nearer home and consider- 
ing the United States alone, it is 
found that the consumption of 
sugar which in 1850 was only 22 
pounds per capita, was in 1901 
over 68 pounds per capita. 
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No matter how good an article 
is, it will not sell to any great ex- 
tent unless it is thoroughly adver- 
tised. 


MAKING advertising profitable is 
not nearly so difficult a feat as 
making a business profitable with- 
out it. 


A New York mail order ad- 
vertiser who uses Sunday want ads 
has been having experiences with 
oyt-of-town dailies that carry 
large quantities of liners. “Many 
papers in various parts of the 
country make a practice of clipping 
my ad, pasting it onto a rate card 
and mailing it to me,” he says, 
“but so far I have found only one 
medium—the Philadelphia Record 
--which goes to the trouble of 
computing the cost of the ad and 
inserting the price in a blank. This 
means much to a busy man, and 
in my case it results in an order. 
Not even the Record puts in a re- 
turn envelope, another conven- 
ience that would carry great 
weight. You can’t make matters 
too simple for a man who handles 
a large mail every day.” 


Mr. Cuartes A. HILL, manager 
of the Belgrade, at Belgrade 
Lakes, Me., has been experiment- 
ing with the dailies of New York, 
Boston and Philadelphia, using 
three-inch ads setting forth the 
black bass fishing in his locality. 
He finds that it is practically im- 
possible to reach sportsmen on 
week days, as they are a busy 
class and do not take time to read 
ads. The Sunday editions of the 
New York Herald, Philadelphia 
Record and Boston Herald brought 
the best results. The Brooklyn 
Eagle is somewhat disappointing 
during the winter months, but is 
usually an effective medium dur- 
ing June and July, the height of 
the season. The New York Times 
reaches sportsmen on week days, 
but does not bring returns, while 
its Sunday edition has a compara- 
tively small circulation. Ads in 
the Sunday Sun and Saturday 
Post were not so satisfactory as 
those in the Herald. A 43-line 
display ad in the last medium 
brought 106 replies from one in- 
sertion, 
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INTERESTING advertising will in- 
terest the public. 


Tue Postal Department is pre- 
paring to substitute the portrait of 
the late President McKinley for 
that of Jefferson on postal cards. 
The Bureau of Printing and En- 
graving is now working upon the 
new issue, and as soon as four 
million have been counted and 
bundled they will be placed on sale 
throughout the country. The por- 
trait is a three-quarters one, with 
a border containing the legend 
**1843—McKinley—1go1.” 


THE few advertisers who use inserts 
in the magazines have been experi- 
menting with color schemes and pro- 
cesses during the past year, but have 
evolved very few original or striking 
effects. Most inserts are merely 
lithographed chromos, attracting at- 
tention by their oddity. In the April 
monthlies, however, the Atchison, 
Topeka & Santa Fe has succeeded 
in producing an insert that would 
seem to be worth ail that it cost for 
preferred position. 


Tuis much can be said for the 
cut-and- dried hotel card that fig- 


ures as “advertising” in the news- 
papers: It gives information, and 
is a good basis upon which to ‘build 
advertising of the modern_kind. It 
is the raw material of advertising, 
and needs to be put into the hands. 
of an advertising chef who can 
make it palatable. The informa- 
tign that it gives ought never to 
bé left out of any piece of publicity 
issued by the house, but it must be 
enlivened with humanly-interesting 
matter. The menu of a. hotel 
ought to be a prime source of 
human interest, especially -where 
space is used daily or weekly to 
attract trade to the dining-room. 
The Sunday dinner, the mid-day 
lunch, the chef, the kitchen and the 
service can all be drawn upon for 
sprightly matter.. Hotel ads can 
safely be amusing to a certain de- 
gree—certainly they must interest. 
The house which advertises by 
means of the stereotyped newspa- 
per card may be a very good one 
or very indifferent, but the one 
that is enterprising enough to use 
modern methods carries its own 
guarantee of enternrise. 
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As a protection, intelligent busi- 
ness men insure their lives, their 
homes, their ships and cargoes; 
they hire expert accountants at 
stated intervals to discover any 
possible leakage or discrepancy in 
the conduct of their affairs and 
money matters. The American 
Newspaper Directory is an almost 
identical accessory for the business 
protection of advertisers. It is 
absolutely the best safeguard 
for advertisers that has _ yet 
been devised. It is not infallible. 
but it will be a long while 
before anything better can take 
its place, as the most experi- 
enced advertisers say, who have 
made use of it for Jong years. The 
efficiency of the Directory lies in 
the long experience which its pub- 
lishers have acquired in dealing 
with publications, and their stead- 
fast adherence to the principle that 
every advertiser has a right to 
know by weight and measure what 
he gets for his hard cash. 


THE reduction of forty-one mill- 
ion dollars in the exports of the 


United States for the eight months 
ending with February is not con- 


sidered at all discouraging by 
those interested in the growth of 
our export trade, nor is it an in- 
dication of a decline in the general 
growth of that trade. On the con- 
trary, in all important articles ex- 
cept three, in which conditions are 
abnormal, there has been an in- 
crease. The decrease is solely or 
practically so in corn, due to the 
great crop shortage caused by the 
drought of last summer, in copper, 
in which prices have greatly fallen, 
and in iron and steel manufactures, 
due to the unusual demand of the 
home market upon our manufac- 
turers and the reduced demand in 
foreign markets. In corn and 
corn meal alone the exports fall 
more than 47 million dollars be- 
low those of the corresponding 
period of last year, while the total 
puny in ail exports is but $41,- 
2,584; showing that if corn ex- 
bac were normal the total figures 
would show an increase of more 
than six million dollars over last 
year and over the corresponding 
period of any preceding year. 


PRINTERS’ INK. 


THe New York Journal fur- 
nishes small lithographed cards 
advertising its new feature, “Foxy 
Grandpa,” to retailers who will 
distribute them. The retailer’s ad 
is printed upon the back, and the 
face of the card bears some such 
legend as “Foxy Grandpa tells the 
boys they will all buy suits at 
King’s—another proof that Grand- 
pa is really foxy.” Distributors 
are also sent to all schools in New 
York and vicinity, and the cards 
are carried away by the thousand. 
The school is a point of attack 
somewhat neglected by advertisers. 
One of the readiest roads into the 
home is through the children. 
Anything which is bright enough 
to attract them is carried away and 
brought to the attention of parents 
in the course of time. The school 
furnishes the best means of reach- 
ing the greatest number of young- 
sters. 


Hotets are full of ad material, 
and they are patronized by peo- 
ple who are above the average in 
intelligence. Such people will un- 
derstand and aporcciate matter that 
is gossipy—little talks about the 
day’s menu interspersed with ref- 
erences to Emerson or Josh Bill- 
ings, or ping-pone or golf, wire- 
less telegraphy or music. The 
patent medicine ad with its wealth 
of adjectives, is taken seriously by 
many millions of people, but the 
fulks who patronize hotels like 
things written in the Wanamaker 
style. When the patent medicine 
expert wishes to convince readers 
that his blood cure will enable 
them to live a hundred years, he 
swears it by the socks of the 
Prophet and backs it up with a 
$10,000 guarantee. Hotel patrons 
do not require proofs of that sort. 
They prefer an ad built upon a 
quotation, or even upon a clever 
pun. Life is real and earnest to 
the patent medicine man, and he 
expresses it in prodigious words. 
Hotel patrons find it a jest in some 
respects, and consider the patent 
medicine man just a trifle bom- 
bastic. They spend upon a larger 
scale than the good souls who buy 
remedies, and will spend a dollar 
or two upon a dinner for the sake 
of the experiment. 
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Puck celebrated its silver anni- 
yersary with a souvenir edition on 
March 12. This number was some- 
what larger than usual, and con- 
tained portraits of contributors 
and some _ interesting historical 
notes by its literary editor, H. L. 
Wilson. Puck was founded in 
1877 by Joseph Keppler and Adolph 
Schwarzmann, who formed the 
firm which has published it ever 
since. It was the first comic 
journal to obtain a sure financial 
footing in the United States, and 
in the days before modern engrav- 
ing processes had filled the world 
full of Sunday supplements was 
the chief representative of Amer- 
ican humor. The cartoons of the 
elder Keppler were a force in the 
land, and H. C. Bunner, who edited 
it during its first twenty years, is 
still remembered as a writer of 
verse and short stories, 


Tue Proprietary Association of 
America calls the attention of ad- 
vertisers to a bill, recently intro- 
duced in the House of Represen- 
tatives by Congressman Wm. H. 
Ryan, of New York. This meas- 
ure proposes an amendment to the 
postal law which forbids post- 
masters to return matter of the 
second, third and fourth classes to 
senders until they have received re- 
turn postage at his own end of the 
line, but permits postmasters to 
deliver considerable quantities of 
such matter to express companies 
for cheaper transmission. Thus, 
if an advertiser mails 5,000 circu- 
lars to a certain office and 500 of 
them fail to find addresses, they 
can be sent back by express at a 
cost of fifty cents instead of a 
penny for each one by mail. Even 
though such circulars are of no 
great value, it is desirable that the 
advertiser obtain possession of 
them for the purpose of eliminat- 
ing dead names from his mailing 
lists. All persons interested in the 
passage of this amendment are 
earnestly. requested to write two 
letters, one to Hon. Eugene F. 
Loud, Chairman of Postoffices and 
Postroads, and another to their 
congressman. Letters to senators 
are also suggested. The bill is to 
be referred to as No. 10,850, 
House of Representatives. 
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ConTINUITY is essential to suc- 
cessful advertising. 


Ir is not always the advertise- 
ment that causes the most stir that 
sells the most goods. 


ACCORDING to the Sun, the wom- 
an’s suffrage party of France is 
advertising its movement by 
nieans of a special adhesive stamp 
to be affixed to letters in addition 
to the regular postage stamp. 
Quantities are sent to anyone who 
will use them on correspondence. 
Probably a neat business stamp 
along the same lines would be the 
most unhackneyed small ad that 
could be used in connection with 
correspondence. - 


“Maine hotels are really ahead 
of their advertising,’ says Mr. J. 
W. Brackett, editor and publisher 
of Maine Woods. “Some large 
appropriations are spent upon liter- 
ature and small ads in New York, 
Boston and Philadelphia papers, 
but proprietors are just beginning 
to realize what possibilities lie in 
modern publicity. Personally I 
have found the Boston Transcript 
and Herald, the New York Herald 
and Post and the Philadelphia 
Ledger most effective for small 
hotel ads. I believe in ads of 
four and five lines. One of the 
best I ever ran was simply the 
sentence, ‘Where to go fishing and 
get some,’ with the address. It 
brought hundreds of requests for 
booklets. Too many hotel -adver- 
tisers try to tell their whole story 
in somebody’s newspaper. Lists of 
sportsmen are effective. I keep 
registers at the Boston and New 
York Sportsmen’s shows’ each 
year, and usually get anywhere 
from 1,000 +0 5,000 good names 
after I have sorted them over. I 
also get names of sportsmen who 
come to the woods. One very ef- 
fective means of advertising is that 
of sending corresnondence to the 
big city dailies. A bright clerk 
can attend to sending out items, 
and few metropoiitan editors will 
turn down succinct matter that con- 
cerns prominent people. In fact, 
most of them are glad to record 
the big catches of well-known 
folks.” 
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To put a Latin, French, Greek 
or German phrase in an English 
sentence is easier than to find a 
majority to whom it will be intel- 
ligible. 


ALL sorts and conditions of men 
and women are shown over the 
Waldorf-Astoria every day, and 
no charge is made for the service, 
though visitors usually tip the 
guides. The big hotel is widely 
advertised by this means, and has 
become one of the sights of New 
York which few visitors of the 
better class miss seeing. Nearly 
every city of importance has its 
Waldorf, and could produce results 
quite as good by similar means. 





Mr. Georce T. S1ocKHAM, pro- 
prietor of the Criterion, Broadway 
and 4Ist street, is mailing a small 
steel-engraved card, gotten up in 
the style of a railroad pass and 
bearing the legend: “Upon presen- 
tation of this card to the cashier 
he will extend to —— such cour- 
tesies as may be desired, including 
a credit account in all parts of the 
house.” These credentials are 
mailed only to Mr. Stockham’s 
personal friends and to persons 
who have been recommended by 
them. The privilege is one that is 
quickly appreciated, even though it 
is never used, and the holder of a 
card is seldom backward in show- 


‘ing it to friends and explaining its 


nature. About 1,100 have been 
sent out thus far, ninety per cent 


‘of which went to persons in New 


York City, and only one has been 
refused. The Criterion is adver- 
tised by this distribution of cre- 
dentials and its small ads on the 
first page of the New York Tele- 
gram. The latter cost $75 per 
week. Readers of Printers’ INK 
will remember that Mr. Stockham 
took the Criterion in December 
when it was losing heavily, and 
with fifty inches of space in the 
Telegram put it upon a paying 
basis in three weeks. The enter- 
taining talks about good things to 
eat which appear twice a week in 
the Telegram are recommended to 
all hotel proprictors in search of 
an effective, original method of ad- 
vertising. 


Peopte rarely buy on the spur of 
the moment. They usually make 
up their minds to buy at some fu- 
ture time. Even after you have 
convinced your man, and he has 
made up his mind to buy, your ad 
ought to appear regularly, so as to 
remind him of his purpose. 


Mr. MunsEy does two wholly orig- 
inal things in the April number of his 
magazine. First, he insets eight pages 
of advertising, printed in two colors, 
right into the middle of his literary 
feast proper, and thus points a way 
whereby publishers who follow his ex- 
ample can offer advertisers an entirely 
new kind of preferred position. Sec- 
ond, he uses these pages to inform the 
public that he has organized him- 
self into a corporation, capitalized at 
$10,000,000, for the purpose of pub- 
lishing his magazines, his two dailies, 
some other dailies which he proposes 
to acquire or found, and for the pub- 
lication of books, which he has excel- 
lent facilities for distributing. The 
stock of this corporation is divided 
into 100,000 shares at $100 each, 50,000 
of which he will keep for himself, sell- 
ing the balance at par. After he 
had made this division Mr. Munsey 
found himself face to face with the 
matter of selling half of his stock. 
It is something he doesn’t like to talk 
of. “I don’t like it because the 
thought of parting with any interest 
in the property makes me feel like 
drawing back from the whole corpo- 
rate scheme and continuing on as I 
have done in the past.” He says : 

“T realize that this is sentiment. But 
if I were to be guided by sentiment, 
and refused to part with any of the 
stock of the company, it were folly to 
have incorporated the business at all. In 
selling the stock, my preference is that 
it go to you, the readers of the magazine 
—the old friends of the magazine who 
have followed it from the first. You, 
beyond all others, I should wish as my 
partners in this enterprise—and every 
one holding one share or more of stock 
at once becomes my partner.” 


He then goes into the merits of the 
stock as an investment, and warns 
buyers that it will not be as sure as 
government bonds, but that the 
chances of paying good dividends are 
excellent. He believes that the new 
company will become “one of the 
great, big, strong corporations of the 
country, so big eventually, and so 
sound, and so secure, that it will be a 
factor and a power in affairs, and in 
the financial world.” 
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The local news makes the value to 
the local weekly ; a value which cannot 
be taken from it. These home hap- 
penings interest all the people of the 
town, as all know their neighbors. 





PO IED TE OR ee 
7 










News of the outside world is desirable, 
but only secondary to what occurs at 
home. The local country weekly can 
never be superseded; it is the one pub- 
lication without a substitute. 


How to reach the country people of the New England. 
Middle and Southern States through the 1,5c0 local weeklies 
of the Atlantic Coast Lists is explained hy a catalogue and 
booklet which are mailed for the asking. 


One inch, six months, $1,200. 


ATLANTIC COAST LISTS 


134 Leonard Street, New York. 
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Why Hotel Managers 
@ Should Read lta 














LARGE edition of this issue of PRINTERS’ INK is sent 
out as sample copies for the purpose of inviting new 
people to become readers of the paper, and also for the 
purpose of gaining additional advertising patronage. 
While the contents of the paper will stand or fall accord- 
ing to their merits or defects, it is deemed appropriate to quote here 
the following in support of the assertion why the Little School- 
master will prove a help to every business man: 

















Painters’ Inx is the world’s 
leading journal of advertising. It 
was the first journal that took ad- 
vertising seriously. When its initial 
issue went forth, advertising was re- 
garded merely asa phenomenon of 
business. To-day it is known to be 
the business itself. 





In the actual work of planning, 
preparing and placing advertising, 
it gives the best opinions and prac- 
tice of those who have been con- 
spicuously successful. It prints 
many succinct interviews with lead- 
ing advertisers, setting forth their 
methods, experiences, theories, advice and re- 
sults in a manner that gives the widest 
range of application in one’s own busi- 
ness. Printers’ Ink is a thought-stimulator 
and thought-producer parexcellence. It deals 
with the many phases of preparation of copy. 
the dressing of advertisements and other perti- 
nent literature in attractive forms, the tracing 
of results and the afterwork of following them 
up and thus render all permanently profitable. 


The Little 
Schoolmaster in the Art 
of Advertising 


is not an empty title. The mass of 
information which Printers’ Inx 











has printed in its fourteen years 
of existence has had more direct 
bearing upon the development of 
publicity and business in the 
United States than any other 
single factor. It has establisheda 
place for itself that enables it to 
get and publish to-day the best current infor- 
mation in its field. The leading advertisers 
have contributed to its pages in the past—they 
are contributing in the present and will do so 
in the future. When new facts about adver- 
tising develop, they naturally drift to Print- 
ERs’ Ink, and its editorial staff has never fail- 
ed of finding the keynote of the advertising 
progress of the day. 
« * 7 

The thing most needed for the 
developing of this new force is defi- 
nite knowledge about it. Print- 
eRs’ Ink has always been to the 
forefront in gathering and spread- 
ing such knowledge. It has always 
represented, and it still represents, 
more than ever, the best thought and endeav- 
or of those men who are developing publicity. 


Printers’ Ink continually prints 
news of the minor details, short cuts 
and conveniences that.are being 
evolved by thinking business men 
in all parts of the country, believ- 
ing that real business progress is de- 
pendent very often upon a minute 
knowledge of such details. 
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Printers’ Inx is a successful 


PRINTERS’ INK, 






Printers’ Inx is admittedly 





paper. It is not only ful 
in teaching business men how to 
advertise, but a good part of its 
} endeavor is devoted to teaching 
% them how wof to advertise. It is 
unbiased and impartial in pub- 
lishing facts, figures and theories of any one 
who has found real light in advertising prob- 





the repr ive journal of a new 
business force. It treats it from 
every side. There is no paper like 
it and never will be. It is an earn- 
est seeker for the truths that 
belong to its particular work 
and field. It isa compact, bright, authorita- 
tive little weekly journal, that has more true, 

t h friends and devoted readers than any 








,ems. It is not the ergan of any dium. It 
stands for the development of all alike, as well 
as for the exposing of frauds that mask under 


” the name of advertising. All legitimate, profit- 


able forms of publicity receive equal treat- 
ment in its pages, and in no month does it fail 
of printing vital matter touching all mediums 
of advertising, be it newspapers, magazines, 
cars or outdoor displays. No medium is too 
great to be exposed in its weakness, nor is any 
too humble or too new to receive commendation 
ifit is good. Its policy is to further ‘‘all ad- 
vertising that advertises.’’ 


Advertising is a new force—al- 
most an uutried force as yet. Even 
the men who have made fortunes 
through it are generally willing to 
admit that they know little about it 
as an exact science. 





Printsrs’ In. has helped to make Ameri- 
can advertising a national industry, and it is 
and will remain its ablest exponent. 


It recognizes the part that ad- 
vertising fias played in giving the 
United States a foremost place in 
the world’s trade, as well as the 
part it must play in enabling them 
to keep that place, and it loses no 
opportunity of dealing with this 
wider application of publicity. 





other business publication in existence. It is 
the dean and peer of its class, continually on 
the hunt for the best methods of applying ad- 
vertising to every business, and every busi. 
ness to advertising. No one in any way con- 
nected with either can fail to gather practical 
information, direct help and inspiration from 
its weekly pages. 


It knows that publicity is but a 
wheel in a business—an impor- 
tant wheel, and in many businesses 
the most important, but still only 
a part depending upon other parts 
to do its work effectively. It tries 
to be as practical as possible 
—considering things from the debit and 
credit side. It endeavors to teach advertising 
by teaching its basic principles first. It knows, 
through years of practical experience, that suc- 
cessful advertising must be based upon good 
business management, and it gives therefore 
modern business principles a conspicuous place 
in its curriculum. It knows also that the larger 
number of those who fail to make advertising 
pay are victims of lack of foresight and judg- 
ment, and it therefore advises caution and 
wholesome conservatism, 





* . * 


Official statistics claim that about 
six hundred million dollars are 
now annually expended for adver- 
tising in the United States— 
Printers’ Ink and its active years 
of developing tendencies have had 
the greatest influence in bringing 
this new industry to such a magnitude, 
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THIRTEENTH WEEK. 


In the 1902 Printers’ INK ad 
competition twenty-two compet- 
ing advertisements were received 
in time for consideration and re- 
port in this issue of the Little 
Schoolmaster. Of these, the one 
reproduced on the opposite page 
is thought to be the best submit- 
ted during the respective week. 

This advertisement was _ con- 
structed by J. E. Quinn, editor of 
the Ocean Grove (N. J.) Times, 
and it appeared in the Ocean Grove 
(N. J.) Record of Mareh 15, 1902. 

In accordance with the original 
offer, a coupon entitling the hold- 
er to a paid-in-advance subscrip- 
tion to Printers’ INK, good for 
one year from date of presenta- 
tion, was sent to Mr. Quinn when 
the marked copy of the paper was 
received. Two additional coupons, 
one to Mr. Quinn and one to the 
advertising manager of the Record, 
were sent in accordance with the 
terms of the competition when a 
selection of the best ad for the 
thirteenth week had been made. 

Mr Quinn’s advertisement will 
now be placed on file, and it will 
have further consideration later 
on, as specifically provided in the 
regulations which govern the con- 
test. 

Each of the twenty-one unsuc- 
cessful competitors for the honors 
of the thirteenth week received a 
coupon good for one year’s sub- 
scription to Printers’ INK, as a 
partial consideration for their ef- 
forts in accordance with the terms 
of the contest. 

Adwriters everywhere will be 
interested in the progress of this 
competition and in taking note of 


the genius and ability exhibited by 
the adsmiths, amateur or profes- 
sional, who take a part. An op- 
portunity is thereby offered to 
bright men to obtain an amount 
and quality of publicity which 
money could not easily buy. 

Amateur adsmiths will not fail 
to appreciate that the competition 
offers a rare opportunity to have 
their successful work passed upon, 
not only by the Little Schoolmas- 
ter in the Art of Advertising, but 
by all his pupils everywhere, and 
the class includes the successful 
advertisers of the civilized world. 

The ads which the competition 
for 1902 calls for need not neces- 
sarily be display ads—they may be 
short essays if one so prefers, pub- 
lished as provided in the condi- 
tions set forth elsewhere in this 
issue. 

It is perhaps of interest to state 
that among the competitors for 
the awards in the Printers’ INK 
1902 ad contest editors and pub- 
lishers of country papers take an 
active part. So far five have 
scored weekly distinction,  viz., 
James W. Brackett, of the Phil- 
lips (Me.) Mame Woods (first 
week), J. Harry Reed, of the Rog- 
ers (O). Noontide (third week), 
E. S. Hanson, of the Whitewater 
(Wis.) Register (seventh week), 
Geo. W. Wagenseller of the Mid- 
dleburgh (Pa.) Post (eleventh 
week), and the prize winner of 
the present week. Country edi- 
tors are the natural pioneers for 
spreading good advertising ideas 
among a class of merchants which 
cannot well afford the hire of ex- 
perts. 
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is known as the Little Scioolmaster in 
the Art of Advertising, whereas it is, in 
truth, the Dean of the entire Advertising 
Faculty. 
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THE OLD ADVERTISER NEEDS IT- 


bécause it keeps him fully apprised of all legitimate, pfofitable forms of ~ 


publicity in their order of introduction—new journals, new methods, new 
schemes—advertising ideas toend to present day brilliancy. The veteran 
needs it and reads it to keep abreast of the rapidly — | Advertising 
Procession, at the head of which the Little Schoolmaster wields the baton. 


THE YOUNG ADVERTISER NEEDS IT- 


because in these times of sharp competition the fellow with " ideas" is ac- 
counted a hustler and gets there every time. The Little Schoolmaster fur- 
nishes the ideas—ideas of the right sort—sensible, practical, useful, espe- 
tially to the young advertiser. Equipped with the Little Schoolmaster 
the young advertiser has a complete encyclopedia of publicity that will 
supply his every need. 


THE EXPERIENCED ADVERTISER NEEDS IT- 


7 
because its weekly perusal will keep him from falling into the rut of SELF 
—the One-Man idea. Noone person knows the ALL of advertising ; there- 
pee the weekly interchange of advertising ideas from the brightest minds 
is a mental banquet at which even the most gifted ad.-writer may feast with 


gusto—and profit. 
THE NOVICE IN ADVERTISING NEEDS IT-— 


because it is an educator, embodying weekly in compact form handy for 
the pocket, the best Advertising-Taught-by-Mail system extant, teaching 
HOW NOT as well as HOW to advertise. A year's subscription to PrRinT- 
eRs' INK guarantees the novice a liberal education in advertising. 


WEEKLY, AT $5 THE YEAR 


Its subscription price represents but a fraction of its value to the person 
seeking light upon one of the most vital topics of the day—Advertising ! 
Ten cents will get you a sample copy. 








GEO. P. ROWELL & CO. 


PUBLISHERS 
10 SPRUCE STREET, NEW YORK CiTy 
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Printers’ Ink Competition for 1902. 





1 

The adsmith desiring to compete shall pre- 
pare an advertisement, such as he believes is 
calculated to influence the reader of it to be- 
come possessed with a desire to subscribe for 
and read Printers’ Ink—The Little School- 
master in the Art of Advertising. 

‘ 

When he has prepared his advertisement he 
shall cause it to be inserted in some Senapane, 
It does not matter in what paper or periodical 
it appears, who owns it, or what its circu- 
lation or influence, the only point insisted upon 
is that the adsmith who prepares the advertise- 
ment shall cause it to be inserted in a news- 
paper or periodical of some sort. 


3 

When the advertisement has appeared as 
above specified, the adsmith competing shall 
send by mail a marked copy of the periodical 
in which he has caused the advertisement to 
appear, said copy to be addressed simply 
Printers’ Inx, No. 10 Spruce Street, New 
York. 


4 

The adsmith shall also cut out a copy of the 
advertisement prepared by him, and inserted as 
above specified, and shall send the same ina 
envelope, under letter postage, addressed 
to the editor of Printers’ Ink, together with 
his own name and address, and the name and 
date of issue of the paper or periodical in 

which the advertisement has appeared. 


5 
The editor of Printers’ Inx will on his 
part receive the advertisements and papers sent 
as above and take due note of each. 


6 

In acknowledgment of and partial payment 
for such advertisement so submitted, a coupon 
shall be sent to the adsmith by return mail 
aesge for a copy of Printers’ INK, to be sent 
or one year to any person whose name is 
written across the back of the coupon when re- 
turned for redemption. 


Every week the best advertisement that has 
been submitted up to the date of going to press 
will be reproduced in Printers’ Inx for that 
date, together with the name of the adsmith by 
whom it was prepared. The name and date 
of the paper in which it appeared will also be 
stated, and two additional coupons, each good 
for a year’s paid in advance subscription to 
Painters’ Ink will then be mailed, one to the 
adsmith and the other to the advertising man- 
ager of the paper in which the advertisement 
had insertion. These additional coupons can 
be used as presents to some one like Y to 7 
preciate and be benefited by the weekly teach- 
ings of The Little Schoolmaster in the Art of 
Advertising. 


In the issue of Printers’ Inwx for the week 
following, a second advertisement will be pro- 
duced, being the best one sent in since the pre- 
vious selection was made, and another in issue 
of Printers’ Inx that follows, and so on until 
the competition is closed, and with the appear- 
ance of each of these issues, two additional 
coupons will be duly forwarded, each good fora 
year’s subscription to Printers’ Ink, to any 
address written on the back of the coupon when 
returned for for 

t 


for that week and the other f: 
manager of the paper or peti 
appeared, ® 


Whenever it is thought that the 

has proceeded far enough, and in any event 
not later than in December, 1902, there will be 
published in Printers’ Ink the names and 
addresses of every adsmith who has been so for- 
tunate as to produce an advertisement that has 
been thought superior to any other sent in dur- 
ing any single week, and from among 

there shall be chosen the twelve whose adver- 
tisements are thought to be superior to each 
and all of the others submitted, and th P 
the twelve will be asked to supply each a photo- 
graph of himself, from which it will be possible 
or The Little Schoolmaster to have made 
half-tone portraits for reproduction in Print- 
ERs’ INK, and on the week following there will 
be reproduced reduced fac-similes of the twelve 
advertisements thought most deserving, and 
from among the twelve three will se m 
those which are thought more deserving than 
either of the other nine, and to the constructors 
of these three will be paid over cash prizes as 


follows : 

$] O oO to the adsmith 
who produced 

the ad that is deemed the 

best of all, 


for the 
ical in it 











$50 to the adsmith who pro«- 
duced the ad that is second in 
merit, 


$25 to the adsmith who pro=- 
duced the ad that is third in 
merit. 








10 
Of the twelve papers or periodicals in which 
these best twelve advertisements appeared, the 
six that are credited with the largest circulation 
in the latest issue of the American Newspaper 
Directory shall each be entitled to the free in- 
sertion of a SD-oage advertisement in Print- 
gks’ Ink, for which the net cash price is one 
hundred dollars, said page advertising to be 
used when wanted within six months after the 
awards have been announced. 
11 
Every adsmith will make up his advertise. 
mentin his own way, and give it such space 
and display as Sly sours $5, the price of a 
year’s a to Printgrs’ Ink, for every 
competitor will be entitled to a year’s subscrip- 
tion to Printers’ Inx, as part pay for his 
advertisement, even if he fails to secure one of 
the cash prizes. 12 
.) 


There is no limit to the number of times that 
may be essayed by one adsmith. He may, if 
he chooses, make a new trial every week le 
the competition is open. Should one man con- 
struct all of the three advertisements that sur- 
pass the others in merit, there is no condition 

the contest that would forbid the giving of 
all three prizes to one man, 
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OTELS, Summer 
H Resorts and 
Sporting Camps 
need printing in and out 
of season. New, tasty 
ideas make printing 
strong and effective for 
advertisers. 

We make a specialty 
of printing booklets, 
folders and circulars— 
plain or illustrated. We 
do printing which is 
conspicuous for new and 
tasty appearance that is 
certain to secure atten- 
tion on the part of the 
reader. 

For $10 we can furnish 
a neat, effective 8-page 
booklet, 314x5 inches, 
fine paper, any color of 
ink. Five thousand 
bookiets for $26. 

If we are to write your 
copy there is a moderate 
additional charge. 


Sample booklet on request. 
Call on, or write to 


PRINTERS’ INK PRESS, 


10 Spruce Street, 


- New York. 





54 
FOR A BOOKLET. 


The following 1 Pipe Wisdom is 
clipped from the Business Maga- 
zine. It is not likely, of course, 
that this periodical was the first to 
publish it, for the facts are old 
and very few journals would claim 
absolute ownership in them. But 
the article contains matter that 
will interest nine in every ten men. 
Only the non-smoking class can 
be offended by it—and, in. fact, 
only a tithe of that particular 
class. As the subject matter for 
a booklet it can be worked up in 
various ways and forms. It is not 
only applicable to tobacconists and 
dealers in smokers’ articles, but 
can be made into an acceptable 
brochure for haberdashery, a cafe, 
a hotel, clothing, wines, liquors, 
beer, sporting goods, hats, shoes, 
insurance, bicycles and automo- 
biles, harness, stationery, lumber, 

ints, a barber shop, an advertis- 
ing agency, a printer, blacksmith, 
newspaper, _electrotyper, florist, 
watch repairer, cobbler, laundry, 
optician, book store or news stand, 
tailor or any trade or business 
which caters to men. 

Of the several ways in which to- 
bacco is used, the original one of smok- 
ing it in a pipe is undoubtedly the least 
harmful. If it is not carried to an ex- 
cess, it is, says a physician who is also 
an inveterate smoker, difficult to prove 
that pipe smoking is injurious to any 
degree whatever. The best pipe is made 
of briar-root, with a short and straight, 
or slightly curved stem. The mouth- 
piece should be amber, amberoid or hard 
rubber. Such a pipe is easy to hold in 
the mouth, and does not interfere with 
reading. a : 

When breaking in a new pipe, it 
should be filled with cold water for a 
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moment or two before filling and light- 
ing. This should be repeated for half a 
dozen or more times in order that the 
char shall begin to form without really 
burning the wood. It is not necessary 
or desirable to dry out the bow! before 
every filling, but merely to turn out the 
water. 

Another point about the treatment of 
a new pipe is not to smoke up all the 
tobacco until it is somewhat seasoned. 
The weakest part of a pipe is the bot- 
tom of the bowl, and many old smokers 
make a practice of always leaving a 
pinch or so of tobacco unburnt in it. 

hen char begins to make the bowl 
of the pipe appreciably smaller it should 
be cut out. If this is not done the dif- 
ference in the contraction and expan- 
sion of char and of the wood may cause 
the bowl to split open. But care must 
be taken in cutting away the char not 
to remove it all. When it is cut too 
thin the wood will burn, and make the 
fact known in extreme cases by frequent 
cracking sounds. In such cases the 
breaking-in process should be resorted to 
again. 

But the great point ofall in pipe 
smoking is to Jearn to smoke slowly. 
When this habit is acquired the full 
flavor of the tobacco will always be en- 
joyed, every smoke will be a cool one, 
and tongue burning will be unknown. 
It is, however, very hard for nervous 
people to smoke slowly. With good to- 
bacco and a root pipe the slow smoker 
attains a degree of pleasurable enjoy- 
ment in smoking of which the rapid 
smoker has not an inkling. 

Perhaps all smokers do not know that 
it makes any difference in the flavor of 
pipe tobacco how many times the pipe 
goes out. A cigar which is allowe to 
go out once has its flavor ruined and is 
most appreciably termed a_ butt. 
pipe, however, tastes, if anything, bet- 
ter for going out 

Fastidious yo Fa have at 
least two re s hand, and .never fill 
one until it has entirely cooled off. This 
is a help toward cool smoking and rea- 
sonable life in a pipe. A good test by 
which to tell if you are smoking tco 
fast is to hold the bowl in your *=ud. 
If it is too hot to do ©+ tnen you may 
know that your °*-cd is too great. 
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REACH THE RIGHT PEOPLE 
AND 


IN THE RIGHT. WAY. 
000 


© © © The owners of The Buffalo Express and The Matthews- 
Northrup Complete Art-Printing Works have made a study of 
putting the merits of first-class hotels before first-class people. 
© © © © Their newspaper, The Buffalo Express (one of the 
fourteen credited by the American Newspaper Directory with 
having circulations exceeding 20,000, and reaching the highest 
class of readers), prints more hotel and resort advertising than 
any other newspaper between New York and Chicago. © © © 
The Express runs a thoroughly equipped travel department, 
where the literature of its advertisers is always on file, and is 
distributed with courtesy and intelligence. © © © © © “ The 
Matthews-Northrup Works is probably better equipped for the 
manufacture of business literature than any other concern in 
America.” It makes a specialty of hotel literature of the 
highest grade, guaranteed to attract and hold the attention of 
even the most fastidious of guests. © © © © © Such literature 
as it has issued for the Netherlands, the New Willard, the 
Iroquois, the Lenox, the Queen Anne and others stamps the 
character of the hotel using it in letters of gold in the memory 
of the reader. © © © © © The Matthews-Northrup books are 
made right from the ground up. They are written in a brilliant 
style, illustrated with delicate art, printed to perfection, and 
bound in novel and sumptuous form. © © © © © For further 
information, samples, and figures as to how to obtain the most 
result-bringing of advertising, address W. M. Ramsdell, Pub- 
lisher .The Express, Buffalo; or N. M. Sheffield, Eastern 
Agent The Express, Tribune Building, New York; or for 
literature with an idea perfectly executed, address E. A. Kendrick, 
Secretary Matthews-Northrup Works, Buffalo; or Edward 
Everett Winchell, Art Director Matthews-Northrup Works, 
Madison Square Garden Tower, New York. 0 © © © You 
would better lay your whole advertising and printing needs before 
them, for if there are any “ Experts in Advertising” hotels and 
resorts, they are they, and they are doing business at the sign 
of the Complete Press in Buffalo and New York. OO © © © 
Everybody who knows anything about Buffalo knows that Lies 
Express. is its leading paper. © © @ 
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HOW A CALIFORNIA RE- 
SORT ADVERTISED. 


By G. C. Barnhart. 


Hotel Capitola is a seaside re- 
sort about 100 miles from San 
Francisco. Last season Capitola 
did considerable advertising and 
zs a result did a record business. 

The man at the helm was R. M. 
Briare, consequently the writer 
called upon him in the interests of 
the Little Schooimaster, as the 
representative summer resort man 
of the Coast. 

“Well, I’m glad to see a Print- 
rs’ INKman,”’he began. “I’vebeen 
a student long enough at least. Yes, 
we made a success of Capitola last 
year--a big success. I say we, for 
I didn’t do it all; I simply backed 
up the advertising, for I employed 
an advertising firm to do the act- 
ual work. We spent about $1,000 
in all, started in about April 15th 
and kept it up until August. At 
first it was rather discouraging, 
but I knew enough of advertising 
to wait and I waited. Waited 
about $500 worth, when all of a 
sudden she started to come. The 


first thing I knew my hotel was 
chock-a-block and it continued so 
right on to September Ist, when 
the season virtually ended. 

“The first thing we did was to 
get a list of people we thought 
would be likely to come to Capi- 


tola. Interior towns, mostly, for 
Capitola is a seaside resort. We 
wrote to all our patrons of the 
year before and asked them to send 
us the names of some of their 
friends who were going away for 
the summer. We got about 200 
names in this way. Then I had 
almost 500 names of my old pa- 
trons. We obtained a lot more 
from various sources until we had 
made up a list of 2,000, 

“Then we began the campaign. 

“First, we sent them each a per 
sonal letter, telling of the advan- 
tages of a seaside vacation, for, re- 
member, most all of the list were 
interior people. This letter wasn’t 
very long, simply used as a starter 
—made it as near personal as pos- 
sible and sent all under a two-cent 
stamp. 

“Then we -sent them a mailing 
card, showing a lot of people on 
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the beach. The picture told the 
whole story, by the way. Then we 
wrote them a letter asking them to 
send for a booklet. A few did. 
These we wrote personally and 
tock off our list. I followed them 
up separately and succeeded in in- 
teresting a few. The balance were 
all sent a booklet about June 15th. 
These booklets were full of pic- 
tures. I am a great believer ili 
pictures—they tell more in a min- 
ute than talk in type tells in an 
hour, After the booklets had been 
received I began to get ‘my money 
back.’ Then the inquiries came in 
quite lively. All those on the list 
who inquired were taken off and 
gone after especially. Then we 
sent out another mailing card, 
showing a lot of people bathing. It 
was very warm then, about the 
Fourth of July, and these mailing 
cards must have looked good to 
the sweltering natives we had been 
bombarding. 

“Then I quit the list—guess we 
got fifteen per cent of them to 
write us. 

“All the time we were doing 
this I had placards in the store 
windows of nearly every small 
town in this part of the State. 
These were in colors, and, like the 
mailing cards, illustrated the 
beach, etc. 

“T got out two sets of these 
cards, both different. This year I’ll 
get out four sets, one a month. 
They’re better than billboards, and 
all they cost is the printing. But 
they get faded and rumpled; so 
I'm going to get them out oftener. 

“Then we ran a standing ad in 
the newspapers, not very large, 
two inches single, I believe; 
changed it every third issue, made 
one point at a time. I think it did 
us good as a sort of directory. A 
good many people, when they want 
to go away, pick up the paper, look 
over the list of resorts and write 
to all for information. And right 
here is where my booklet came in 
—it was a beauty, and when they 
received it, it was so far ahead of 
the rest that it put Capitola in the 
lead on the jump. I think a good 
booklet is a great help. Wish I 
could show you one of those I got 
out; they went like hot cakes. I 
got out a second edition, but these 
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were vile. I tried to save money 
by patronizing a cheap printer, but 
won't try that trick again. Didn’t 
use any more than I could help, 
for they were not at all representa- 
tive of’ my resort. 

“T sent my list of arrivals to 
every paper I I advertised in, and in 
tuat way got a lot of free advertis- 
in 

= No, I don’t think of any way 
the plan could be improved upon. 
We figured it all out very care- 
fully, and, although I didn’t get 
results at first, I was well pleased 
at the end. Of course, I ran the 
hotel right, had a good orchestra, 
set a good table, and did every- 
thing I could to make a guest’s 
stay pleasant. This year most 
every guest will return. I won't 
have to spend so much for adver- 
tising either. We can accommo- 
date just so many people, and be- 
tween the booklets and placards 
can get just about all the trade we 
can handle. It’s the best thou- 
sand dollars I ever spent.” 

Mr. Briare made a success of his 
advertising, because he had the 
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nerve to hang on. If he had quit 
when he reached the $500 mark, he 
wouldn’t have been as easy to talk 
to as I found him. 
oe 

Tue Jewelers’ Circular de- 
scribes a “grab sale” that was 
used by a Connecticut jeweler for 
the purpose of closing out old 
stock. In his show window he 
placed 300 packages of all shapes 
and sizes, each containing an ar- 
ticle of value. There was a dia- 
mond ring worth $8 and a watch 
worth $6 in the lot, and from 
these the value of the packages 
ranged down to twenty-five cents, 
which was the price asked for any 
one that a customer picked out. 
The sale was widely advertised, 
and there was naturally a rush for 
the prizes. Those who were not 
satisfied with their drawing were 
allowed to give back their prize 
and draw again upon payment of 
an additional quarter. The scheme 
is capable of many adaptions, 
though it is a question whether it 
can be advertised in newspapers. 
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SCHOOL EDITION, Press Day, April 16 
IT GOES TO 6,000 


Schools and Colleges in the United States 
leges and Training Schools, in addition to the regular issue 
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juen 


in the United States, as 


earning 
it wil beissued at an opportune time t toi 
rs ju they mak 
to use this edition for advertising the merits 
100: half page, $50 ; quarter page, $25 ; line, 50c., or 


will be in the a henge of —, i 
spapers janagers are inv: 
of f their publications. 
ADVERTISING RaTES,—Page, 


it sty we display, 25 cents. 


HE 

and Raditicn may vertiaing 

- _ Art of sa sertiaine. 
le and 


- orp ble on 
e latest da for each issue is as stated. 
aon tn the r of ty 


tting. Th 
mail will be sure of attention. 
Five per cent discount for cash in full 
The advertiser who must have a soe Dos 
that PRINTERS’ INK is a small pa’ peger 6 
cent additional will be charged for spec 


for I 


yment with order. 


and Canada, including Sees en 4 


ne 
sample COPY inobfeute 
1 Directory. 


of these Sample Cone pastions is to induce new subscribers 


« patronage 


-RINTERS’ INK, the little Schoolmaster 


oa issues of PRINTERS’ INK can be used by the 
lass adve: ng medium, for each issue reaches a desirable 


Every attention will be given advertise- 


ry 
e advertiser who sends order, and copy by return 


~ 

Ce pe for his aunouncement is reminded 

ial positions are scarce. Twenty-five per 
eeettiee if granted. 





« ADDRESS ORDERS TO 


PRINTERS’ INH, 10 Spruce St., New York 





Ere = = 


<S e ee ee, 


a ns 


PRINTERS’ INK. 


THOMSON’S GLOVE-FIT- 
TING CORSET. 








Geo. C. Batcheller & Co., 345 
Broadway, New York, makers of 
the Thomson Glove-Fitting Corset, 
have recently decreased their mag- 
azine advertising to a certain ex- 
tent, substituting daily papers in 
all of the principal cities of the 
United States. 

“We still believe in magazine 
space,” said Mr. Miller to a 
Printers’ INK reporter, “but have 
found it possible to cover the 
country with a certain few of the 
monthlies. How did we find it 
out? By personal investigation of 
the territory we wish to reach. A 
few years ago I thought that I 
knew considerable about advertis- 
ing, and I believed then that it was 
necessary merely to sign contracts 
with mediums of large circulation 
and send in the copy. But I re- 
cently made trips to several sec- 
tions of the country for the pur- 
pose of seeing with my own eyes 
what people read. My theories 
were considerably shaken in some 
respects. In the towns and cities 
of the South I learned that many 
of the magazines which here in 
New York we believe to be omni- 
present, are not known at all, even 
by name. Others of which we sel- 
dom hear are well known in cer- 
tain districts. I don’t care to give 
too many names, of course, but 
will say that some of the monthlies 
of high reputation and big circu- 
lations are not suited for us. 

“One magazine I found every- 
where—the Ladies’ Home Journal. 


“2 Its circulation and influence are 


phenomenal. People in the remot- 
est Southern crossroad villages 


subscribe and pass it around until 
it is fairly worn out. This morn- 
ing I saw one of our girls at the 
factory reading a dog-eared copy, 
and was convinced that it had been 
passed all around our work-rooms. 

“The Delineator is another mag- 
azine in almost the same class. We 
also use the Woman’s Home Com- 
panion with good results. But our 
investigations prove that we can 
cover our field with a half dozen 
monthlies. Magazines are won- 
derfully cheap nowadays, and peo- 
ple buy several. One ad that is 
read pays as well as two or three, 
to my mind. 

“T was also struck with the fact 
that the big city dailies are being 
read in remote towns. In Norfolk, 
Va.. I saw dozens of copies of the 
New York Herald, and I know that 
it is read extensively in Boston 
and the Eastern States. 

“We began advertising in dailies 
about the first of February. Re- 
tailers in our line of business find 
them profitable, and there is no 
reason why they should not pay us. 
About three years ago we tried 
newspaper publicity, and were 
thoroughly satisfied with the re- 
sults. The present campaign is to 
last through the year, though we 
will not advertise during the sum- 
mer months. The list includes 
several hundred dailies in all the 
principal cities. It is designed - 
cover the entire country. Our ads 
are 8 inch single column and 4 
inch double, printed three times a 
week. In New York we are using 
the Herald, Mail and Express and 
other papers which reach the 
masses. Our corset is a popular 
priced garment, and we do not go 
into the ‘quality’ mediums. It is 
too early, of course, to talk of re- 
sults, but we are confident that the 
dailies will increase our business. 
We cannot key, and must go by 
the sales of retailers. Our ads do 
not bear the local dealers’ names, 
but we print the phrase, ‘All the 
leading stores sell them.’ To those 
who send, we mail an artistic cata- 
logue, and we also keep the deal- 
ers supplied with literature bear- 
ing their business cards. Retail- 
ers will distribute almost any good 
matter that bears their name and 
address.” 
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AN ARISTOCRATIC BEER AD.—FROM THE “ EVENING WISCONSIN.” 








MR. BRYAN var — AD- 
TISER. 


When seine ran for the Presidency 
the first time he was a reporter on an 
Omaha newspaper and as poor as Job’s 
turkey. The advertising he got out of 
the contest set him up as a lecturer, 
and he soon had a checkbook. He also 
published a book, entitled “The First 
Battle,” and the royalties increased his 
good nature and gave him an enlarged 
idea of the main chance. After his 
second contest for the Presidency he 
started a weekly newspaper and 
drummed up a goodly number of sub- 
scribers. He continued to lecture, and 
as he swung round the old familiar 
circle he boomed the weekly newspaper. 
The profits of lecturing, editing and 
bookmaking have lifted him above want. 
He is even said to be a rich man, as 
men go in Nebraska. He has acres, a 
fine house and stock on the hoof and 
on the exchange. He is still a candi- 
date for the Presidency. Does he ex- 
pect ever to be elected, or is the nomi- 
nation an asset in his business? After 
a third defeat would Mr. Bryan start 
a monthly magazine or incorporate a 
publishing house?—The New York Sun. 


THE DAILIES. 


The daily newspaper is so naturally 
suitable for advertising purposes that 
the new advertiser is forced to rely on 
it entirely, in the trial stages on the 
road to success. It is the only public- 
ity having time, place and opportunity 
always at its service, and co-operating 
with it. A monthly publication, at the 
service of an advertiser, would be like 
a monthly train from New York to 
Chicago, occasionally it might meet the 
requirements of a traveller who had 
abundant leisure and little to do, but 
to the business man who has a good 
deal to do, the monthly train to Chi- 
cago, and the monthly advertisement 
are, to say the least, a little too slow in 
these days of the extensive use of the 
telephone and telegraph for business 
purposes.—John Maning. 


> 


PERHAPS SO. 


I can’t get the figures to prove it, but 
most merchants will back my statement 
that 90 per cent of the goods purchased 
are advertised or sold in stores which 
advertise.—Nathaniel C. Fowler, Jr., 
Boston. 





PRINTERS’ INK. 


PROFITABLE PLACE FOR 
ADS. 


The Book and Newsdealer, in a 
recent issue, says: Some publish- 
ers (the wiser ones) get good 
value out of the wrappers they 
place on bound books, to keep 
them from rubbing and soiling, by 
advertising other works on them. 
If the book is a novel, for instance, 
and they publish others by the 
saine author, all these are listed 
and the retail prices given. If 
there is room, and wisdom, very 
brief excerpts from reviews of the 
books are given. 

Lists of other books, particu- 
larly those recently published by 
authors writing along the same 
lines, are included on these wrap- 
pers, and than them there is no 
better place for advertisements as 
a general rule. 

It is at least passing strange a 
publisher will send out a book by 
the writer of other books also is- 
sued by his house and not include 
in it a list of those books with 
their prices and a word of char- 
acterization when necessary to an 
understanding of their tenor. The 
place for this list is in the front 
—preferably the leaf facing the 
back of the frontispiece or what 
would be that, if there is none. In 
the case of a prolific author the 
list may be placed at the back of 
the book, and in any event should 
be included in every one pub- 
lished. Now there is the new 


book by T. Gallon published by 
the Appletons. On the paper 
wrapper is a list of the author's 
other works published by the 
same house and of other books as 
well. Inside is a page list also 
placed as indicated above. From 
Rand McNally & Company comes 
a new book by Marah Ellis Ryan. 
Neither on wrapper nor elsewhere 
is there a hint as to the publishers 
or prices nor even a list of her 
other works. Yet the one house 
publishes every book by. this au- 
thor. 

How many there are the writer 
of these lines knows not, but prob- 
=~ there are as many as ten—not 
far from that number at any rate. 

She is an author who has quite 
a large audience, and those who 
care for one of her books usually 
like them all. If a stranger buys 
the new book and likes it (and he 
will if he admires strong, good 
fiction) what more natural than 
for him to wish others by the same 
writer ? 

The new book (“That Girl 
Montana”) will tell him on its 
title page the names of three oth- 
ers by Miss Ryan and no more. 
No suggestion of publisher or 


price. 
—_————_~oo 


No advertising man is quite sure 
that he knows all about advertis- 
ing except during his first year of 
connection with that industry. Af- 
ter that year he begins to feel sure 
that he can be sure of nothing. 








RECORD RATE CARD. 


Display ads., run of paper............... 75¢ per inch per month 
> Display ads., preferred position........$1.00 per inch per month 


Reading local. 
Business Local Column...... 


BREE CRIT BID. 6c ices, cecceccccses 


scsccsccscesecccesceseesee LOC per line each insertion 


5c per line each insertion 
per line each insertion 


No discounts for circus or patent medicine ads. 
Small discount for long time large ads. 

Bills collected promptly on lst of each month. 
We employ no “circulation liar.” 


GUY U. HARDY, Pus. 
CARON CITY. COLORADO. 


CANON CITY RECORD. 


THEY EMPLOY NO CIRCULATION LIAR. 
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A ROLL OF HONOR 


Below is printed a Roll of Honor of publi- 


cations whose circulation records have been 


examined by the Association of American 


Advertisers. 


American, Baltimore, Md. 
News, Baltimore, Md. 
Herald, Baltimore, Md. 
Courier, Buffalo 
Enquirer, Buffalo, N. Y. 
Evening News, Buffalo, m. ¥. 
Orange Judd Farmer, Cc ‘hicago, Ill. 
The Advance, Chicago, Ill 
— American Medical Association, Chi- 
ca ;o, I 
Household Guest, Chicago, III. 
Abend-Post, Chicago, 
Breeders’ Gazette, Chicago, III. 
American Swineherd, a Ili. 
Daily News, Penge, «the 
The New Voice CRicage, Il. 
The Alkaloidal Clinic, Chicago, Ill. 
The Epworth Herald, Chica ‘0, Ili. 
N. W. Christian Advocate, hicago, Hl. 
Farm, Field and Fireside, Chicago, I!I. 
The Baptist Union, Chicago, lll. 
Junior Baptist Union, Chicago, 11]. 
Photo-Beacon, Chicago, III. 
Record-Herald, Chicago, Il. 
Inter-Ocean, Chicago, Ill. 
Press, Cleveland, 
Plain Dealer, Cleveland, O. 
Waechter Und Anzeiger, Cleveland, O. 
Capital, Des Moines, Ia 
News, Des Moines, Ia. 
To-Day, Detroit, Mich. 
Journal, Detroit, Mich. 
Tribune, Detroit, Mich. 
News, Detroit, Mich. 
News Tribune, Detroit, Mich. 
Michigan Christian Advocate, Detroit, Mich. 
Abena-Post, Detroit, Mich. 
Post, Hartford, Conn. 
News, Indianapolis, Ind. 
News, Joliet, Ill 
Times-Republican, Marshalltown, Ia. 
Northwestern Chronicle, Milwaukee, Wis. 
Catholic Citizen, Milwaukee, Wis. 
Western Teacher, Milwaukee, Wis. 
Free Press, Milwaukee, Wis. 
Herold, Milwaukee, Wis. 
Journal, Milwaukee, Wis. 
moa und Gartenbau Zeitung, Milwaukee, 
18. 
The Housekeeper, Minneapolis, Minn. 
Not w’n Agriculturist, Minneapolis, Minn. 
Journal, Minneapolis, Minn. 
Farmers’ Tribune Minneapolis, Minn. 
Times, Minneapolis, Minn. 
Farm, Siock and Home, Minneapolis, Minn. 


Star, Muncie, Ind. 

Munsey’ s Ma; azine, New York, N. Y. 
The Puritan, New York, N.Y. 

The Argosy, New York, N.Y. 

The Quaker, New York, A 

The Delineator, New York, N. Y. 

The Literary Digest, New York, N. Y. 
Jewish Abend Post, New York, N. Y. 
Public Opinion, New York, N. Y. 
Success, New York, N. Y. 

Pearson’s Magazine, New York, N. Y. 
Collier’s Weekly, New York, N. Y. 
Evening Telegram, New York, N. Y. 
The mame ay New York, N.Y. 
Jewish Evening News, New York, N.Y. 
American Agriculturist, New York, N.Y. 
The Intelligence, Oak Park, Ill. 

The Week’s Current, Oak Park, Ill. 
Farm Journal, Philadelphia Pa. 

Medical World, Philadelphia, Pa. 
Inquirer, Philadelphia, - 

Record, 'Philadelphia, P 

Ladies’ Home Journal, Philadel os Pa. 
North American, Philadel _ 
Telegraph, Philadelphia, 

Saturday Evenia Post, ‘Philadelphia, Pa. 
Bulletin, Philade’ ~~ Pa 

Press, Pittsburg, 

Gazette, Pittsburg, ‘Pa. 

Chronicle-Tele, raph, Pittsburg, Pa. 
Journal, Providence, R. I. 

Bulletin, Providence, R. I. 

Democrat and Chronicle, Rochester, N. Y, 
a, Rochester, N.Y. 
Republican, Springfield, Mass 

News, Spring eld, Mass. 

New England Homestead, Sprit gfield, Mass, 
Good Housekeeping, Springfield, Mass. 
Farm and Home, ge d, Mass. 
Republic, St. Louis, Mo. 

News, St. Paul, Minn. 

Dispatch, St. Paul, Minn. 

Pioneer Press, St. Paul, Minn. 
Post-Standard, Syracuse, N. Y. 

Herald, Syracuse, N. Y. 

American Poultry Advocate, Syracuse, N.Y. 
National Tribune, Washington, oc. 
Pathfinder, Washington, > < 

Colored American, Washington, D. C. 
ate yee Star Washington, 2c 

Postal rd, Washington, D.C. 
National ne heey Washington, D. C. 
Home Magazine, Washington, D. C. 
Postmaster’s Advocate, Washington, D. C, 


The Association of American Advertisers earnestly recommends 
to members that a preference be shown to these publications. 
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ADVERTISING SANITARY 
FIXTURES TO THE CON- 
SUMER. 


Early in 1901 the Standard San- 
itary Manufacturing Company, 
whose general offices are in Pitts- 
burg, concluded that there was 


too wide a gap between the manN 


ufacturer and the consumer of 
bathroom and sanitary fixtures. 
There was also reason to believe 
that a large, dormant field of bus- 
iness was wholly untouched by 
the methods it was then using to 
market its products. The country 


—~was full of old-fashioned plumb- 


ing, and there was general pros- 
perity everywhere, yet the favor- 
able conditions had not brought 
them a proportionate increase in 
business. 


argument and convincing power, 
Much also depended upon friend- 
ly relations between the three 
main branches of the trade; and 
one of the very unpleasant diffi- 
culties to be contended with was 
that of substitution of cheap 
goods. The cost of an article of 
merit sufficient to establish a rep- 
utation for itself made substitution 
profitable to the retailer, as well 
as a constant source of misrepre- 
sentation and damage to the man- 
ufacturer. Altogether, the meth- 
od of distribution was clumsy and 
antiquated. 

After trying every reasonable 
means to abolish this substitution 
or reduce it to minimum propor- 
tions, the company decided to ad- 
vertise direct to the architect and 


It was found upon investigatiomsconsumer, making an essay into 


that the fault lav wholly in the 
limitations of the trade in sani- 
tary supplies, which, from manu- 
facturer to journeyman plumber, 
is highly organized. Manufactur- 
ers sell only to jobbers, who in 
turn distribute to the retailer, The 
large, varied stock needed in mod- 
ern plumbing makes it impossible 
for the latter to carry anywhere 
near a complete line of fixtures. 
Therefore, the jobber acts as 
stock-carrier to the retailer, and 
simplifies the manufacturer’s ope- 
rations by consolidating his busi- 
ness into a few hundred large ac- 
counts instead of several thousand 
small ones. It is practically im- 
possible to sell to the consumer di- 
rect, even in violation of this or- 
ganization, for plumbing requires 
skilled labor, and must be done in 
a manner that will conform to the 
rigid municipal health regulations 
in force in all localities. 

The company’s advertising had 
followed the course of its goods. 
New appliances were brought to 
the notice of the jobber by means 
of trade journal advertising, cir- 
culars, catalogues and correspond- 
ence. The jobber, in turn, was ex- 
pected to convince the retailer of 
the merits of novelties, and upon 
the latter devolved the advertis- 
ing necessary to reach the archi- 
tect and consumer. This final. ad- 
vertising, being twice removed 
from the best source of informa- 
tion, naturally lost clarity, good 


the untouched business by way of 
killing two birds with the same 
stone. Steps were therefore taken 
to exploit Standard fixtures in the 
leading monthlies. 

Several obstacles were encoun- 
tered at the outset, and before the 
campaign took shape it was nec- 
essary to go back to the first prin- 
ciples of modern plumbing and 
originate a method radically dif- 
ferent from those in use in this 
trade. The public to be canvassed 


ghad little technical knowledge of 


plumbing, while plumbing bristled 
with technicalities. Even the pe- 
riodicals which dealt with homes 
and home-building in a popular 
way gave only the most superficial 
treatment to the bathroom. The 
old-fashioned wooden bathtubs, 
lined with copper, which the com- 
pany wished to displace, were 
breeders of disease and vermin, 
while Standard porcelain enam- 
“elled tubs, installed with open 
work fixtures, insured free circu- 
lation of air, absence of moisture 
and mildew, cleanliness and readi- 
ness to warm to the temperature 
of the room. Prices were a trifle 
higher, but would bear favorable 
comparison when advantages were 
considered. 

It was decided that price should 
be a leading argument, with pic- 
tures next. Ads were designed 
which showed an attractive half- 
tone of a modern bathroom, com- 
plete in all its appointments. These 
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pictures were made from photo- 
graphs of a number of model 
rooms set up at the factory, the 
equipments ranging from $100 to 
$1,000 in price. The word “Stand- 
ard” in a distinctive type was 
adopted and registered as a trade- 
mark, and stress was laid upon 
the fact that all of the company’s 
products bore a guarantee label. 
In the limited space of a half page 
it was impossible to use extended 
arguments, but enough matter was 
given to explain the picture, the 
price of the complete installation 
was quoted, and the cost of the 
bathroom to be shown the follow- 
ing month was also stated. In- 
quiries were followed up with a 
book called “Modern Bathrooms,” 
giving details regarding modern 
sanitation and its cost to those 
who were building homes, and 


dwelling upon the reasonable cost 
at which antiquated fixtures could 
be replaced. 

_ The first returns from the cam- 
paign were not very encouraging, 
but successive alterations and the 
institution of a follow-up system 


“soon gave satisfactory results. One 
of the first things developed by 
this direct exploitation was abso- 
lute proof of substitution on the 
part of plumbers. In one instance 
a dealer made four separate at- 
tempts to install inferior goods, 
and lost his temper when his cus- 
tomer—a woman!—turned a deaf 
ear to his elaborate explanations, 
and “insisted upon having a bath- 
tub that tallied completely with 
the description given in an infer- 
nal old magazine!” Episodes of 
this sort proved the value of the 
factory labels and guarantees. 

The campaign was not begun 
until the latter part of 1901, yet 
with the beginning of the present 
year the firm had proved the ex- 
istence of its conjectured field be- 
yond a doubt, and was having 
trouble in taking care of the in- 
quiries that poured in upon it. 
New methods of handling the in- 
crease of business were absolutely 
necessary. Correspondence grew 
at an alarming rate, and it was dif- 
ficult to put inquirers in touch 
with plumbers who could show 
Standard goods to thuse who 
wished to inspect them. 
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This new problem was solved 
by strengthening relations with 
dealers. A ‘“Plumbers’ Prize Dis- 
play Contest” was inaugurated. 
This contest, which is to last un- 
til August 15, is open to all legi- 
timate retail plumbers in the Unit- 
ed States and Canada. One thou- 
sand dollars is divided into nine 
prizes, to be given for the best 
displays of model bathrooms in 
show windows and stores, and for 
displays of Standard goods not set 
up in model installations. These 
displays are to be _ constructed 
wholly of Standard fixtures, of 
course, and may be original de- 
signs or modeled upon plans con- 
tained in the bathroom book sent 
to inquirers. Special terms are 
made to plumbers who order 
aco for this purpose, and every 

elp is extended by the company. 
The awards are to be made from 
photographs, passed upon by the 
editors of Domestic Engineering, 
Plumbers’ Trade Journal and En- 
ginecring Review. Each contest- 
ant is required to make a formal 
entry, and the company lists his 
name and address. By sending 
the latter to all inquirers in his _ 
locality the customer is put in di- 
rect touch with a retailer who can 
show Standard goods, and the re- 
tailer is given the utmost benefit 
of the company’s advertising. 
Magazine space is largely in- 
creased during the term of the 
contest, while folders and other 
literature are sent for distribution 
by contestants. The plan has been 
so extremely successful with cus- 
tomers and dealers that the com- 
pany is now considering ways of 
enlisting the johbing branch of the 
trade in the work of taking care 
of its growing business. 

Mr. Geo. W._ Craig, who fur- 
nishes this information for Print- 
ERS’ INK, says that arguments cal- 
culated to convince one reader are 
really making two or three cus- 
tomers, and that he does not ex- 
aggerate when he says that the 
company feels considerable anx- 
iety regarding its ability to take 
care of its astonishing access of 
business. The actual advertising 
has not only revealed a great un- 
solicited field, but has also laid 
bare its cause, 
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ARRANGED BY STATES. 


Advertisements aan this head 50 cents a line 
each time. the year $26aline. No di 

other than 2-line initial letter. Must be hande 

in one week tn advance. 


MAINE. 


Nee local = paper is read by nearly all the 
find e smaller cities of Maine.. In 
ny d the DAILY STAR is the only daily pa- 
rs in all the nearby towns, 











3 oe math nes be Rockport and forty 
other towns. ‘It isthe only daily paper in Knox 
and Lincoln Counties. 








7 CANADA. 


Ce ADIAN ADVERTISING is best done by THE 
ESBARATS ADVERTISING AG’Y, Montreal. 











CLASS PAPERS. 


ADVERTISING. 


Pi generat sub INK is a magazine devoted to the 
ral subject of advertising. Its standing 


are country. {ts unsolicited ju pon ad- 
matters is of value to Jee pone adver- 
ear ae bein — of a recognized authority.— 


Chicago (Ill 

PRINTERS’ Paisrans’ 5m is is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare geod copy and the 
value of different mediums, by a wide 
pen discussions on any topic interesting to ad- 
vertisers, Every subject is treated from*t the ad 
vertiser’s —— Supecrteee. price $5 a 
phony ti val la: Py ts a li 3 age 835. 6. 

eac. ae € yd oa aline. -page 
Phony $100 each time. 

eT Pies 44 8t., New York 




















Displayed Advertisements. 


50 cents a line; $100 a pr a@ page; 25 per cent 
extra for specified position—if granted. 
Must be — in one week in advance. 


a journal for ad- 
vertisers. The repre- 
peeetvemseer of 

on 


10 SPRUCE 8T., New YORK. as a@ year a noe 
BRITISH ADVERTISERS’ AGENTS 








Estimates and every information supplied. 
St. Bride St., London, Eng. Founded 1853. 


THE MANILA FREEDOM 


LARGEST CIRCULATION 
BEST ADVERTISING IN 
TWe OWENT. .... 


MANILA, P. I. 




















Profitable Advertising 


rly looked for eve mente by 4 


y alert advertiser. A lot of hard work 











To get the Lowest Prices 
Consult Philip Hano& Co. 


The privilege solicited of sub- 
mitting our samples and esti- 
mates for all orders of duplicating 
books and blanks. Expert 
knowledge is used in selecting 
papers, writing forms, and in 
applying carbon papers for uses 
with pen, pencil or typewriter. 
Our prices are positively always 
the lowest for the same quality 
and quantity. The labor and 
materials used are excellent. 
Send for agent to call. 


PHILIP HANO & CO., 


Largest Mfrs. in the World of Manifold 
Books and Carbon Papers. 


1 & 3 Union Sq., New York. 




















RLPANS 


For years I had been a 
sufferer with chronic stomach 
trouble, pressure of gas and 
distress of my bowels. I con- 
tracted what the doctor pro- 
nounced a low type of malaria. 
I could not take solid food at 
all, and only a very little of 
the lightest diet would create 
fever and vomiting. The 
druggist sent me a box of 
Ripans Tabules, saying he 
sold more Ripans than any- 
thing else for stomach trou- 
ble. I not only found relief, 
but believe I have been per- 
manently cured. 


At druggists, 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year. 
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{The Wide Awake Summer Resort Manager 
: : WILL ADVERTISE IN : : 


Che Savannah Morning News 


SAVANNAH, GA. 


One of the South’s Great Newspapers. Covering completely a territory second to 
none for first-class Summer Resort business. 


SPECIAL RATES—DAILY AND SUNDAY EDITIONS. 
For advertising schedule, sample copy and other information, address 























H. C. FAULKNER, Megr., Or SAVANNAH MORNING NEWS, 
cantons Office, 28 Park Rew, N.Y. J. H. Estill, Pres., Savannah, — 4 
7,000 7,000 


The Metropolis 


JACKSONVILLE, FLA. 


Is the Best Newspaper in Florida 





We are now printing 7,000 copies per day, 
which is a larger circulation than any other 
paper in the State will guarantee. 

Hote's and Summer Resorts in the East, West and 
North will find it a profitable investment to use 
space in the METROPOLIS. 

Our rates are low considering our location 
and circulation. We are carrying a larger line 
of local business than heretofore, and the pre- 
sumption is that the home advertiser is thor- 
oughly posted and knows what is what. We 
are also carrying pretty much everything in the 
foreign field. 


Hotels and Summer Resorts 
Specially Solicited. 








For further particulars, address 


The Carter @ Russell Pub. Co. 


JacKsonville, Fla. 


or E, Katz Advertising Agency, Special Agents, 


230 to'234 Temple Court, 317 and 318 U. S. Express Bidg., 
New York City. Chicago. 
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The Evening 
Journal “3 ¢ 


A two-cent Ae. paper. 

Enterprising but not sen- 
sational. 

HOME not Street circu- 
lation. 

Only one edition daily, 
hence :— 

Every copy a family of 
readers. 

Circulation Averages 


1899, 1900, 1901, 
14,486 15,106 15,891 


1902, 17,160 


The American Newspaper Directory 
awards the mark ©O for quality 
of circulation. 




















Can be cleaned out of any hotel, 
restaurant or flat building if you use 
the right medium. We have ¢hat med- 
ium—perhaps you have the roaches? 

Send us $2 for a five pound bag of 
*Kill-Em-All’’ Bug and Roach Powder. 
It will do as much for youas it did for 
Mr. Beck, who says : 





COMMERCIAL HOTEL. 
McCook, NEB., Dec. 31, 1901. 

REGAN CHEMICAL CO., Minneapolis, Minn. 
Gentlemen: 

The “ Kill-Em-All ” powder works like a charm. 
> three days I cleaned my hotel of roaches, and 

: aero eo 5 a them. I shall not be 

out it, ours, 

” _ GEO! eA RGE BECE, Proprietor. 


REGAN CHEMICAL 
COMPANY =2busre: 


— ee 
STH STREET & 7TH AVENUE, 
MINNEAPOLIS, MINN. 
REFERENCEs: 1st National Bank, Minneapolis. 








SUMMER RESORTS 


can be profitably announced through 


The Watertown Standard 


The Daily and Semi-weekly Standard, Rh —: year, are clean, up-to-da‘e, con- 


densed family newspapers. Give readers m 


re value for the money than any other 


local paper. The STANDARD is Posted mE the city of Watertown, 25,000 population, 


and a suburban "pam pulation of 
counties, where t! woeee 185,000 progressive. 
Franklin counties. 30,000 

service to northern Mn et = necessi 
the circulation in this terri 


500. age throughout Lewis ‘and St. 


and pa 


people, 
wage earners In "Black River Valley alone. pro 
tated another edition daily, thereby increasing 


Tre "ISLD Is COVERED THOROUGHLY by the following publica- 
tions sued by the Standard Publishing Company : 


Watertown Daily Standard, 


Semi-weekly, 
Richville Weekly Recorder, 


5,836 circulation 
ry 100 
1,600 


Philadelphia Weekly Budget Monitor, |,000 


Combined Sworn Circulation, 
The Standard Daily and Semi-weekly has the largest 
growing city, county and aggregate circulation of any 


newspaper north of the Central. 


13,536 


Special leased wires, 


Associated Press, Mergenthaler Linotypes, perfecting 
presses and special correspondents make the Standard 
the leading paper in this section. WRITE NOW FOR RATES. 
STANDARD PUBLISHING CO., Watertown, N, Y. 
New York Office: LA COSTE & MAXWELL, 
Nassau-Beekman Building, 140 Nassau Street. 








96066446661 66004 
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| READY-MADE ADVERTISEMENTS. 


i 


Readers of PRINTERS’ INK are invited to send model pavestiemnents, ideas for window 
s department. 








f ca cards or circulars,and any other suggestions for bettering thi; 


There’s really a very great dif- 
ference in hotels. You wouldn’t 
think so from most of the hotel 
advertising that you see, because 
it’s all pretty much alike—same old 
hackneyed phrases that have been 
used in hotel advertising for a 
hundred years or so—same gener- 
al, indefinite sort of talk and con- 
spicuous lack of information that 
would help the possible guest to 
decide where to stay. The aver- 
age hotel ad has no more individ- 
uality than an oyster—not even in 
type ography. 

The really enterprising hotel 
keeper finds some plausible reasons 
why his is a particuiarly desirable 
place at which to stop. If there 
are no such reasons he makes a 
few right away or quits the job. 

The way to write good advertis- 
ing for your hotel is, first of all, 
to forget it’s yours. Then go all 
over the place from top to bottom 
and size it up just as though you 
were going to become a guest. 
Find out from the standpoint of an 
outsider what there is about that 
particular hotel that would tempt 
people to go there and spend their 
money, and put those points in 
your advertising. Find out, at the 
same time, those things that would 
tend to keep people away, and elim- 
inate them promptly. 

lf you can’t approach the sub- 
ject from the viewpoint of an out- 
sider, just hire somebody who can, 
to do the work for you, and don’t 
tell him too much—let him find 
out for himself. 

Put one or two of your good 
points into each ad, and put them 
in so they’ll “stick out.” Put them 
all into a good booklet and adver- 
tise that, too. 

Let the booklet tell the whole 
story — rates, accommodations, 
cuisine, attractions, accessibility, 


railroad fares and every detail that 
is likely to make a favorable im- 
pression on a prospective patron. 

If there’s anything about your 








hotel or its environment that’s 
worth illustrating, don’t be afraid 
to put a few extra dollars into 
good photographs and _ half-tone 
printing plates. Give the whole job 
to a printer who knows how, pay 


him a fair price and insist on good 


work. 

I wanted to reproduce some 
hotel ads which would be good 
enough to serve as models, but in 
all the exchanges that I receive I 
am unable to find one. 

Will somebody kindly send me 
some good hotel ads for reproduc- 
tion in this department? Proper 
credit will be given. 

Here’s how one hotel advertises 
the restaurant end of its business. 








WALMAC DINNER TO-MORROW. 
Served from 12 to 2.30 p. m. Price, 4goc. 
MENU. 

SOUP. 


Consomme Julienne. 
Puree of Tomatoes, au Croutons. 
RELISHES 
Queen Olives. Pickles. 
Corned Beef with Cabbage. 
ROAST. 


Prime Ribs of Beef, au jus. 
Spring Lamb, Mint Sauce. 
VEGETABLES. 

Boiled and Mashed Potatoes. 
Carrots and Peas in Cream. Stewed Corn 


DESSERT 
Apple Dumpling, Brandy Sauce. 
Rhubarb Pie. 
Tea. Coffee. 








Business Men 


with particular ideas 
of cooking and service en- 
joy their meals here because 
we serve only the best of 
everything, and our culinary 
department is in charge of 
one of the finest chefs in 
Boston. Then, too, our 
menu is elaborate and _ in- 
cludes a careful picking from 
the various stalls of the 
great Quincy Market. Music 
by a splendid orchestra dur- 
ing dinner and supper hours 
adds a charm to the sur- 
roundings. Smoking‘ permit- 
ted in the upstairs dining 
hall after 5 o’clock. 
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You Can Do This 
To-Night 


Buy toilet requisites far 
beneath the prices you are 
accustomed to p 7. ee 
in -_ try it. ee how 
goe: 

Base Castile Soap, 10c and 
and 39c cake. 

Pure Bay Rum, quarter 
size, 20c. 

Zozodont, quarter botties, 


16¢c. 

Sheffield’s Dentifrice, 
quarter bottles, 16c. 

Williams’ Shaving Soap, 
1oc regular, 6c. 

Talcum Powder, 25c¢ kind, 


15¢. 
Talcum Powder, toc kind, 


c. 
Copco Soap, 7 cakes for 
a Quarter. 








Saturday Night 
Corset Special 


7 to 10 


In looking through stock 
we find 142 corsets in odds 
and ends of makes or num- 
bers we shall not duplicate. 
They are all of a high class 
and sell regularly at from 
75 cents to $1.25. We will 
sell these Saturday night for 
25 cents each. 











‘ They fizz,” 
‘cause they’re fresh 


You’ve noticed a_differ- 
ence, no doubt, in Seidlitz 
Powders — had some _ that 
didn’t act just right—didn’t 
get the relief you expected 
after taking them. 

We know that you will not 
be disappointed in “the 
work” a oa Seidlitz Pow- 
ders. We make our own— 
a guarantee of their purity, 
etc., etc. Try Reed’s. 


Garden Seeds 
“Get Them Now.” 


Get ’em while kinds and 
varieties are in full stock, 
for seeds of the good-grow- 
ing, crop-producing kinds are 
scarce this year. 

Get ’em here; ours are all 
of them “1902” seeds—not 
a last year’s seed in stock— 
all of ’em cremated by the 
growers we buy of—Land- 
reth’s principally. 

eeds for the farm, the 
market garden, the house 
garden, the lawn, and the 


flower beds. 














Arrival of the New 
Shirt-Waist Suits 
for Women 


On this first appearance 
these simple, effective Shirt- 
waist suits were hailed with 
instant enthusiasm. Every 
woman admired the _ cool, 
smartly cut, well-fitting wash 
dresses that she could buy 
ready-mad: v trout trouble, 
at little exp.:.<, and could 
look well ana feel comfort- 
able in; and wanted to pos- 
sess—and did possess one or 
more of them. 

The Shirt-waist suits are 
back again—with a first 
showing of styles for 1903. 
They are more attractive 
than ever before. There is 
immense  stylishness about 
the hang and cut of the 
skirts; there are many caplti- 
vating new ideas in the 
waists and trimmings; and 
the making is of the best, 
most conscientious sort. 

And the prices are simply 
laughably little. 


It’s the 
Easiest Thing 


in the world to ruin a 
$50 watch by saving 50 
cents on repairs. Our re- 
pairing is done by experts 
and guaranteed. 




















How About 
That Tackle 

The robins are with us 
again. The streams and 
ponds are clearing of the 
ice. The fishermen should 
be looking up their outfits. 
Seeing if anything is wanted 
before the last minute. 

As of old we are showing 
the finest things to tempt the 
fish kingdom and make the 
sport more sporty for the 
anglers. 

Lines may be_ wanted; 
poles must be needed; hooks 
are very necessary, and in 
fact we have everything that 
is required to make a com- 
plete outfit. 

To those that are interest- 
ed in the sport, to those 
others that may not be so 
enthusiastic, we would con- 
sider it a favor to have all 
come in and look. 
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Cameras 


There’s a lot of “moral 
suasion” in a camera—bet- 
ter than a weekly whipping 
to keep a boy out of ba 
company. The pictures are 
a delight to the whole family. 

The camera may cost as 
little or as much as you 
choose—any of these will 
make good pictures. 





New Ginghams 


This is to be a Gingham 
season—so fashion rumor 
says. Street costumes are 
to be made of gingham; but 
the ginghams are more at- 
tractive than ever before. 
Patterns are handsome; 
colors beautifully blended; 
variety extremely _ broad- 
eight hundred varieties are 
ready here to-day. 

These suggestions of a 
few. ‘ 








Friday is 
Remnant Day 


not only in merchan- 
dise, but also in prices. To 
the progressive merchant 
Friday is an important day, 
as all remnants, small lots, 
incomplete lines and odds 
and ends in general are tlien 
marked for quick departure. 
This once-a-week clearance 
method keeps the stocks and 
store in trim, and at the same 
time brings to you values 
that are extraordinarily 
great. For instance, these. 














Embroideries 


There is more than simply 
heaping together a mountain 
of goods in making up an 
embroidery stock that will 
interest you. Quantity, of 
coursé, you want that. And 
you want variety; but you 
also want the sparkle of 
novelty and the certainty 
that there will be enough of 
the particular sort you 
choose—matching lines in all 
the widths. See if we are 
lacking in a single feature. 
We believe that no equal as- 
sortment was ever before of- 
fered in this city. We know 
that we have outdone our 
own best efforts of other 
years. 





“Not a bad day 
for a top coat.’ 


That’s what a man said 
here yesterday as he was 
purchasing one. A change 
in the temperature makes all 
the difference—we sold more 
top coats yesterday than we 
did for any three days of 
last week. . 

May gives us showers— 
and plenty of flowers—you 
don’t want any of the latter 
on your grave? 

The price of an overcoat 
may save a doctor’s bill. 

Money well spent at any 
rate, as you are sure to want 
a coat in the fall. Don’t 
know, either, how many 
days you may require it this 
month yet. 

A spring and fall coat is 
one of the “indispensables” 
of dress. 











s a Spring 
Store 


The legions of new hats, 
the myriads of beautiful 
neckwear, the hosts of neg- 
ligee and fancy shirts com- 
bine in making this a spring 
store. 

Come in and view the re- 
sults of our efforts. We have 
striven with all our might 
to gather the uncommon, the 
novel, and the effective 
things. ‘Tell us if you think 
we’ve gathered wisely and 
well. 














The Real Thing 


Paint that is paint—every 


bit of it. Pure white lead, 
pure linseed oil, pure color- 
ing pigments and nothing 
else, excepting a thoroughly 
scientific grinding and mix- 
ing of the parts together so 
that they will cover more 
surface, cover it better, cost 
less and last longer than any 
other paint. That’s the “L. 
& M.” kind. 

If, after you have used the 
Longman & Martinez Paints, 
you think some other kind 
would have been cheaper and 
better, we'll repaint your 
house without charge with 
any paint you may select. 

All kinds of painters’ sup- 
plies. 
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GREAT BENEFITS FROM 


HOME TALK 





Only reputable advertisements 
printed in ‘*‘ Home Talk.” 





GLOVE-FITTING CORSETS. 
LANGDON, PATCHELLER & Co. 
345-347 Broadway, New York City. 


Mr. Wm. H. England, Editor of “Home 
Talk,” New York City: 

Dear Sir—We take great pleasure in 
saying that the advertisement we have had 
in “ Home Tak” has been of great ben- 
efit to us. We find our customers appre- 
ciate this mode of advertising, and hope, 
as soon as our appropriation is fixed, we 
will renew our contract with you, 

Yours very truly, 
LANGDON, BATCHELLER & CO. 
H. D. MILter. 
Dict. H. D. M. 











Why don’t you try 


HOME TALK 





Advertising Rates $1.00 per Agate Line. . 


Sample copy on request. 








HOME TALH, 325 Temple Court, N. Y. 
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Take Your Own 
== Case 


The probabilities are that you have 
wasted time and money experi- 
menting with cheap mediums. & 
Why not change all this and join 
the throng of successful advertis- 
ers who constantly use 


Popular 


Fashions 


500,000 


COPIES MONTHLY 
$2.00 PER AGATE LINE 


Fashion 
World 


and New 
— Styles 


300,000 COPIES MONTHLY 
$1.00 PER AGATE LINE 


Guaranteed opies 
psa nol ro OO, OOO pn 
A Quantity of Quality 


ADDRESS ALL COMMUNICATIONS TO 

















- POPULAR FASHIONS CoO. 
| 79 Fourth Avenue o New York, N. Y. 
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N.Y. JEWISH 
ABEND POST 


Circulation larger than that 
of any other Fewish after- 
noon paper in America. 











Read in every Fewish home 
by the whole family. 


Matchless as a medium of 
advertising among the Few- 
ash people. 

Flighly influential in all 


Fewish circles. 











OFFICE: 
228 Mapison St., New York 
Telephone: 698 Franklin. 
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=== Additional as 
Special Editions + 


Printers Ink 


To Foreign Consuls and Legations 
PRESS-DAY, APRIL 2 


To Young Men's Christian Asso- 
ciations 


PRESS-DAY, APRIL 9 


To all Daily Newspapers in the 
United States and Canada 


PRESS-DAY, APRIL 23 


To all Newspapers printing lI, 000 
Copies or more 


PRESS-DAY, APRIL 30 


To all Members of the Association 
of American Advertisers 


PRESS-DAY, MAY 7 


To all Members of American News- 
paper Publishers’ Association 


PRESS-DAY, MAY 14 


To all Members of the Proprietary 
Association of America 


PRESS-DAY, MAY 21 


scribers and additional advertising patronage for Printers’ Ink, the little 

Schoolmaster in the Art of Advertising. The special issues of PrintERs’ 

Ink can be used by the high-grade and first-class advertising medium, for 
each issue reaches a desirable class of probable patrons. 

The latest day for each issue is as stated. Every attention will be given 
advertisements in the matter of typesetting. The advertiser who sends order and 
copy by return mail will be sure of attention. 

Five per cent discount for cash in full payment with order. 

The advertiser who must have a special position for his announcement is 
reminded that Printers’ INK isa small paper and special positions are scarce. 
I'wenty-five per cent additional will be charged for special position if granted. 


Tz primary purpose of these Sample Copy Editions is to induce new sub- 








Address orders to 2 


RINTERS’ INK 


10 Spruce St., New York 
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There is but One Newspaper in 
Rochester 


that has a larger circulation than 


THE 
ROCHESTER 
TIMES 


ROCHESTER, N. Y. 


and that one is a morning paper. 





THE TIMES daily average circulation has in- 
creased more than 4,100 during the past 
six months. 


THE TIMES circulation covers a trade area 
of more than half a million people. 


THE TIMES reaches the buying population of 
Rochester and its vicinity towns. 


THE TIMES is the Rochester paper for ad- 
vertisers to use. 


THE TIMES New York representative is R. J. 
Shannon, 1510 American Tract Society 
Building. 

Everybody in Rochester and vicinity ts 
talking about THE TIMES. 


HAVE A LOOK 
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Circulations 
Absolutely 
Guaranteed 











Paragon Monthly, New York, 400,000 


Forms for May close April 7th 


Metropolitan and Rural Home, 
New York, 500,000 


Forms for May close April 14th. 


The Gentlewoman, New York, 400,000 


Forms for May close April 21st. 
The Home Monthly, New York, 400,000 
Forms for May close April 28th. 


Park’s Floral Magazine, 
Libonia, Pa., 350,000 


Forms for May close April 18th. 





For Rates and Full Information, Address, 


The C. E. Ellis Co. 


713 Temple Court Building, 
seeeeee New York City. s222202 
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For A WEAK, debilitated, run-down 


business use the advertising columns 


OF 


She Cincinnati 
Daily Times-<Star 





gf 7 





Restores lost vitality. 
The best business tonic. 


A trial convinces. 


IR 


Average Daily Circulation 


146,000 


The leading Doctors of Advertising 


prescribe it, 
For particulars, estimates, etc., address 


E. A. BERDAN, 


Direct Representative, 


86 Potter Building, 


| o®NEW YORK o 
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ALL 


advertisers who desire to 
cover the Chicago field 


USE 


the paper that is read in the 
homes of the people, 


The 
Chronicle 


It covers Illinois, Wiscon- 
sin, lowa, Northern Indiana 
and Southern Michigan. 
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Sitimare American’s 


SWORN STATEMENT. 


February 1862," O7,6056 


OF INTEREST TO ADVERTISERS. The American has a Larger Circu- 
lation Daily and Sunday than any other Baltimore Paper—in the City, in the 
Suburbs, through Country Agents and by Mail. 
State oe Borytené, City of Baltimore: 
RD. Business Manager of THE BALTIMORE AMERICAN, does solemnly 
ouiite that 4,037,636 is the actual number of copies of the paper named, printed, dis- 
buted and sold during the months of January and beat 
(Signed) ODDARD, —— Manager, 
Sworn and subscribed to before me this 28th ated “ Pearuerz: A. D., 1902. 
HUR W. ROBSON. Notary Public. 


Circulation Baltimore American, 
JANUARY AND FEBRUARY, 1902. 









































Days. Copies. Days. Copies. 
1 .62,685 February 1 . 67,536 
2 -64, 262 February 7260 
a -64,079 February 8 2890 
8 (Semi-weekly ). -12,700 February 4 "al 1 

6,018 February 640 
4,526 338 
-64,398 -66,1 13 
eat $335 
‘oe ~ 
4 "589 8,656 
4,428 5,445 
4,1 54 7,068 
2,730 67,408 
6,416 2,700 
-04,168 ‘$7982 
64 + kh 6 7353 
-65,021 67,52 
-12,680 --12,700 
4,839 9,423 
4,796 3,976 
4,826 3193 
-12,650 -€ 2380 
- GE a5 2,680 
-34.558 602 
3,211 373 
35,068 639 
5680 700 
-65,4 43° 
-65,2 G1 
-65,2 510 
-12,66 893 
-66,97 780 
4,72 $8,261 
55,40: 268 
exe 338 
-12, a 
° 2p 2434 cmeniuileiadidiindiia 
bl... 165,49: 1,948,727 
81 (Semi-weekly). » 65 
EE EE pccereceseseseos 2,085,000 








Daily average for January, 1902 
Dai y average for January, 1901 

Net average gain for January, 1902.....-....-------+++- 14,565 
Daily average for February, 1902 
Daily average for February, 1901 








Net average gain for February, 1902-..-..-.------ seeeee 13,784 
Sunday average for January, 1902..-.--------..----+++++ waareesee 54,495 
Sunday average for February, 1902......----- ----++-seeeeeeeee 55,835 
Semi-weekly average for January, 1902.....-.----------- ++» 12,683 
Semi-weekly average for February, 1902.....------.. - - +++ (2,706 
D. PEYTON BEVANS, C. GEO. KROGNESS, 

N. Y¥Y. Representative, Chicago Representative, 


165 World Building. 1634 Marquette Building. 
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AND OUT 


sprung my cash-in-advance scheme some eight years 

ago, and although my competitors at the time con- 
sidered it the vague idea of a lunatic, they have since real- 
ized that I was more sane than they bargained for. News- 
paper publishers paid from ten to twenty-five cents a pound 
for news ink, and -printers from two to sixteen dollars a 
pound for job inks. Specimen books were issued with 
sky-reaching prices marked therein, but the discounts were 
governed by the pull you had with the salesman or his 
boss. Credits were granted in the same manner, and 
notes were always taken in preference to cash when settle- 
ments were made. On maturity day the philanthropic ink 
man would help the printer pay the note, thereby placing 
him under moral obligations not to buy elsewhere. The 
poor short-sighted fellow would consider this a great favor, 
but he never stopped to figure the enormous rate of interest 
he was paying for the accommodation. I issued a net 
price list, and was not afraid to return orders to wealthy 
printers who were too high-strung to send the cash in 
advance. I played no favorites. I gave a dollar’s worth 
of ink for a dollar, and when the goods were not found 
worth the dollar I cheerfully refunded it and paid the 
transportation charges. Send for a copy of my price list. 
I issue no specimen book, but will match any shade or 
grade of ink that was ever manufactured. I want the 
trade of every printer, whether they order a one-quarter- 
pound can or a 500-pound barrel. If you use special 
grades of inks, mail me a small sample for quotations. 


HI IGH PRICES received a solar plexus hlow when I 





ADDRESS: 





PRINTERS INK JONSON 


17 


SPRUCE STREET : NEW YORK | 




























PRINTERS’ INK, 








The Want Columns 


of a newspaper are the surest indi- 
dication of its value as an advertising 
medium, for the Want Ad shows the 
direct results from each advertissment. 
The general public are the Want adver- 
tisers and their lead may be followed 
with profit by other advertisers. 


TmPhiladelphia 
Inquirer ™ 


IS PHILADELPHIA’S GREAT 
WANT DIRECTORY 


It prints many more pages of Want 
Ads every Sunday than any other news- 
paper in Philadelphia. 

And it prints more Want Ads every 
weekday than all the other news- 
papers combined. 

Advertisements in the Inquirer are 
read by the people. That is the reason 
THE PEOPLE advertise in the Inquirer. 


oO oO 


THE PHILADELPHIA INQUIRER 
1109 Market St., Phila., Pa. 


NEW YORK OFFICE CHICAGO OFFICE 
Tribune Building Stock Exchange Building 
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